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“If You Want YOUR Sales — 
to Grow — Stock the Tools 


Whose Sales are Growing” 
UNION FLEXBEAM- Fastest Growing Sales of 


Has Increased Sales Any Shovel on the Market 


of First Quality _< ' \ ome tae ane A 









It's the ONLY Shovel with a 
Forks Over 22 BZ A Backbone — Plus Deep Hang 
Z and Perfect Balance — Plus /¢ 
J 4 1l-Inch Tubular Shank — 
Plus New Super - Smooth 
Finish. 
“Anti-Friction” 
Finish 


ndle Won’‘t 


It's Full of r ‘ONE Type, ONE 
Action Grade, ONE Pricel 


Now America’s Fastest RIGHT REPAIR HANDLE 


Selling Garden Tools— Sales Have Jumped as High 
as 300% — Pay Nice Profit! 


1. Because UNION, Alone, Has a 
Practical Numbering Service That 
Makes It Easy to RENEW Any Tool. 
2. Because Fork Repair Handles 


Have “Armor-Lock” Ferrule and 
FLEX-BEAM—Both Exclusive Features. 


: Only 18 Tools in the Whole Line, Yet a ' 

jail They Sell 15% of the Steel Goods Vol- | UNION PORK BHOE co. 81 Ty tocls , 
. ume of UNION Dealers—Only RAZOR- i iaeenad Like This 

¥ BACK Equals This FAST TURNOVER 

at FULL PROFIT. 

MILLIONS OF HOME GARDENERS KNOW 

THEM BY THEIR BLUE HANDLES— 

NATIONALLY ADVERTISED. 


THE UNION FORK & HOE COMPANY 


MAKERS OF MORE SALABLE TOOLS — COLUMBUS, OHIO — JACKSON, MISS. — FRANKFORT, N. Y. 
Additional Sales Offices: New York City, Baltimore, Los Angeles, San Francisco, Seattle 
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MAKE A POINT TO 
SEE US AT THE 
AMERICAN FURNITURE 
MART 


(ROOM 546A) CHICAGO 




























4 THE HUENEFELD CO., CINCINNATI, OHIO 


SURNER, Makers of BOSS Stoves, Ranges and Heaters 


with Top-Speed Long Chimney Burners and Blu-Hot Adjustable Wickless Burners 


TOP-SPEED 
~ BURNER ~ 





HOW TO MAKE MONEY 


SELLING YALE CABINET «»> TRUNK LOCKS 


“There’s a lot of highfalutin’ talk about sellin’ nowadays, and a 
lot of smooth young fellers high pressurin’ around, but I reckon 
things are about the same as they were in the old days. If you’ve 
got good products to sell, and put ’em right up in front where 


people can see ’em and want ’em, then you'll sell ’em all right. 


“I remember when I first started doin’ business with Yale & Towne 
— back in the Nineties — I bought a bunch of cabinet and trunk 
locks. Mighty fine locks, too, though the new ones are even better. 


I got to wonderin’, though, why I wasn’t sellin’ any. 


“One day, darned if a lady didn’t come in and ask for one. Well, 





it took me all of 10 minutes to find ’em, right in my own store! 

After that I got to thinkin’. ‘Samuel’, I says to myself, ‘how do you Here’s the place for your cabinet and trunk locks 
—not downstairs or hidden away on a shelf, 

expect to sell ’em if nobody knows you got ’em?’ Then’s when I waiting for a customer to ask for one. This attrac- 

tive Merchandiser, in Crimson, Gold and Blue, is 

as good as a salesman in your store. Ask your whole- 

I’ve been doin’ ever since.” saler about it, or write us for one today. Ask for 
the “F 41 Yale Merchandiser.” 


AND REMEMBER! The right-size screws are now 
THE NAME VALE HELP s MAKE THE SALE packed with every Yale Cabinet Lock. No more delays 


+ +o more extra cost for you. 


THE YALE & TOWNE SANucacturine co 
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figured out that the first rule of sellin’ is showin’, and that’s what 
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SOMETHING WORTH THINKING ABOUT 





a Pacer mms mm — 













— BROOKLYN BRIDGE, LIKE MANY OTHER FAMOUS PUBLIC 

- STRUCTURES, IS PAINTED WITH PURE WHITE LEAD OVER 
RED LEAD, BECAUSE OF LEAD PAINT’S UNEQUALED 
RESISTANCE TO WEATHER. 








ALERT PAINT RETAILING ORGANIZATIONS __, 
ARE STRESSING THE LONGER LIFE OF 

HIGH WHITE LEAD CONTENT PAINTS IN 
THEIR CATALOGS AND ADVERTISING — 






BECAUSE THEY KNOW THE PUBLIC WANTS 








LONGER PAINT LIFE! 








toy 
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LEADING ARCHITECTS RECOMMEND WHITE LEAD 
PAINT FOR MODERN INTERIOR PAINT STYLING BE- 
CAUSE OF THE RICH COLORS AND BEAUTIFUL FINISH 
IT OFFERS ...... EASILY AND SAFELY CLEANED 

BY WASHING. 


POWERFUL ADVERTISE- 
MENTS IN AMERICA’S 
LEADING MAGAZINES ARE 
TEACHING MILLIONS OF 
HOMEOWNERS — MONTH 
» AFTER MONTH — THAT 
WHITE LEAD PAINT LASTS 
LONGER AND COSTS LESS! 





P See iN RECOMMENDING PAINT TO YOUR 
CUSTOMERS IT’S A SAFE RULE TO SAY: THE 
HIGHER THE WHITE LEAD CONTENT, THE 
BETTER THE PAINT! 








LEAD INDUSTRIES ASSOCIATION 
420 Lexington Avenue, New York, N. Y. 
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TO INCREASE YOUR SALES OF WHITE LEAD 
PAINT, MANUFACTURERS IN SOME AREAS 
ARE NOW OFFERING PURE WHITE LEAD 
PAINT PREPARED READY-FOR-USE — IN 
WHITE AND COLORS — IN POPULAR SIZE 
CONTAINERS. 
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@ This fellow takes up only 31 
square inches on your counter, but 
he’s every inch a salesman. What's 
more he doesn’t cost you a cent 
because he’s an outright gift of The 
Carborundum Company when you 
buy the new No. 722 Assortment 
of Scythe Stones and “57” Files. 
On this striking display you'll find 
each stone and file plainly marked 
with the price, and clear-cut illus- 
trations show their proper uses. 
Place this dynamic self-salesman on 
your counter and see how it catches 
the eyes of farmers, gardeners and 
householders .. . see how it pairs 
up sharpening stone sales with sales 
of edged, garden and farm tools. 
Order the No. 722 Assortment to- 
day and make sure of early delivery 
and extra sales. 

Also available, free of charge to dealers 
who stock the 57” File, is the attractive 


No. A-813 display card shown below. 
Ask your jobber or write direct. 


HG oe ov 


( : 
CARBORUNDUM 


OCTOBER 17, 1940 





DISPLAY UNIT CONTAINS: 


List each Total List 6—188 en! Stones. . . 20 1. 
6—190 Scythe Stones. . . $ .25 $ 1.50 6—188R Scythe Stones . . 25, 1.5 
6—191 Scythe Stones . . .  .35 2.10 3-57 Files . . . . - «. . 1.08 __ 3.00 
6—192 Scythe Stones. . . .30 1.80 » $11.10 
Size—15%4 in. Wide, 17 in. High, 2 in. Deep. Shipping Weight—28 lb. Subjeet to Discount 








ABRASIVE “MM PRODUCTS 
— 






THE CARBORUNDUM COMPANY 


Niagara Falls, N. Y. 
Sales Offices and Warehouses in New York, Chicago, Philadelphia, Detroit, Cleveland, 
Boston, Pittsburgh, Cincinnati, Grand Rapids 


(Carborundum and Aloxite are registered trade-marks of and indicate manufacture by The Carborundum Company) 
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These complete door sets 
assure smooth-operating 
modern performance! 


HERE is no further need of haphazard selec- 
tions of various hardware products such as 
FE ano geting ghee hinges, latches, ete., when complete sets which 

include everything essential for a first-class in- 
stallation are available in this wide assortment of 
National garage door sets. 





Regardless of the size or type of garage, there is 
a complete set included in the extensive National 
line to amply serve most requirements. 


. = National 


inlenenationias GARAGE DOOR SETS 


include complete hardware for serving either a 
two-, three- or four-door type of garage. 





Installation is greatly simplified by the complete instructions 
packed with each set. Sets are neatly and securely packed 
and merchandise reaches your trade in a clean, fresh condi- 
tion with all necessary parts securely enclosed. 





The finishes, too, greatly enhance the beauty of the hardware 


Nos. 815 and 816 and give years of added protection to their long service life. 
Three-Door Trolley Garage Sets 





Nos. 817A and 8178 . 
Two-Door Trolley Garage Sets No. 817X Four-Door Trolley Garage Set 


NATIONAL MANUFACTURING COMPANY $iFRLUNG 
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DON’T LET THEM PASS YOU BY! 


“A 


Ys ae saves 


FITZGERALD 
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MODERN Pittco Front makes 

even casual shoppers take a sec- 
ond look at your hardware store. 
Often it brings them inside, con- 
vinced that you have something extra 
to offer them. A handsome Pittco 
Front impresses regular patrons. Yes 
—it helps you get new business and 
keep old business. 

Hardware stores everywhere re- 
port increased volume, wider trading 
areas, soaring profits, after remodel- 
ing with Pittco Fronts. Find out how 
a Pittco Front can make your busi- 
ness prosper. Send the coupon for 
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Advertise your business 
with a Pittco Store Front 


ITTCO STORE FRONTS 


PITTSBURGH PLATE GLASS COMPANY 


"PITTSBURGH slench fot Zualily Glass 








our free book. It’s filled with photo- 
graphs and facts . . . tells the drama- 
tic success stories of many Pittco- 
remodeled businesses. 

See an architect when you re- 
model, if you want an economical, 
well-planned job. Our staff of ex- 
perts will cooperate with him gladly 
in planning a Pittco Front to suit 
your needs. You can use the Pitts- 
burgh Time Payment Plan — 20% 
down, balance in monthly payments. 


At the New York World's Fair, see the miniature Pittco 
Store Fronts in the Giass Center Building, and the full- 
size Pittco Fronts of the Avenue of Tomorrow in the For- 
ward March of America Building. 


ery 











COMPARE THE APPEAL of this hard- 
ware store in Concordia, Kansas, after re- 
modeling with a Pittco Store Front, with the 


appearance of the store formerly at this location 















Pittsburgh Plate Glass Company 
2226Grant Bidg., Pittsburgh, Pa. 

Please send me, without obligation, your new book entitled 
“*How to Get More Business.’ 


City ee Boe State 




















Tie in your store now with the new full page national adver- 
tising in “Life” and other powerful publications shown here. 
Put the beautiful new natural cuvlor display easel on your 


counter from which PLANTABBS sell themselves. Get the 
extra discount now offered by your wholesaler. 

This is a fall item—it is now in season. Potted plants when 
brought indoors at this time of year begin to wilt. Plant and 
flower growers know that PLANTABBS will pep them up. 
Get your share of the business by letting the flower growing 
public know that you sell PLANTABBS. 

Display of PLANTABBS’ “Self-Seller” containing a dozen 
25¢ boxes is the quickest and best way. Don’t make the mis- 
take of thinking that PLANTABBS, like garden tools and 
other garden accessories, are a springtime item. They are a 
quick “turn-over” seller, year ’round—equally effective for 
indoor plants and garden flowers. 

PLANTABBS out-sell because they repeat. 

PLANTABBS repeat because they perform. 

PLANTABBS are year round sellers because they have what 
it takes to keep plants and flowers healthy and luxuriantly 
beautiful 365 days in the year. 


NOTE—Not just another Vitamin Bi preparation but a complete, 
balanced, highly concentrated plant food famed for its fertilizing 
efficiency for the past 20 years; with Vitamin B1 added. 


You can get PLANTABBS from the wholesalers listed here. 
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1°29 PLANTABBS 
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RETAILER 


Bring you... 


beautiful natural 


Cest you $2.00 $3 ( 


Extra discount on $6.00 purchase—5%. 
on $12.00 purchase—10%. Order from your wholesaler listed here. 


The dozen 25c boxes of Plantabbs on this 
“*Self-Seller’’. 


50e - $1.00 and $3.50 on) 


color 


proportionally profitable. 









Extra special discount 





Union Hdwe & Metal Los Angeles, Cal. 
Sehmiedell & Co. San F’ncisco, Calif. 
Western Hdwe Co. Leadville, Colo. 
Simpson Seed Ce. Denver, Colo. 
Cadwell & Jones, Inc. Hartford, Conn. 
Philips-Thompson Wilmington, Del. 
F. W. Bolgiano & Co. Wash., D.C. 
Hibbard, Spencer, Bartlett Chicago, Ill. 
Louis Hanssen’s Sons Davenport, Ia. 
Edwards & Walker Co. Portland, Me. 
Schindel, Rohrer Hagerstown, Md 
Bigelow & Dowse Co. 
Boston Sup. Co., Inc. Boston, Mass. 
Joseph Breck & Sons . Boston, Mass. 
Decatur & Hopkins Co. Boston, Mass 
S. Simons Hdwe. Co. Boston, Mass. 
M Russct! & Co., Inc. Holyoke, Mass. 
Treat Hdwe. Corp. Lawrence, Mass. 
C. B. Coburn Co. Lowell, Mass. 
Carlisie Hdwe. Co. Springfield, Mass. 
Morley Brothers Saginaw, Mich. 
Harnden Seed Co. Kansas City, Mo. 
A. H. Hummert Co. St. Louis, Mo. 
U. S. Seed Co., Inc. St. Louis, Mo. 
Danish Seed Co. Minneapolis, Minn 
J. J. Moreau & Son Manch’ter, N. H 
John B. Varick Co. Manch'ter, N. H. 
Chas. J. Smith Co. Jersey City, N. J. 


John Giesinger Corp. Newark, N. J. 
Phoenix Hdwe. Co. Newark, N. J. 
8S. Federbush Paterson, N. J. 
R. F. Willis & Bro. Penn's Gr.,N.J 


Wholesale Mart, Inc. Buffalo, N. Y. 


Boston, Mass. 


Harvey Seed Co. 


THESE WHOLESALERS WILL SUPPLY YOU 


Buffalo, N. Y. 


Barker, Rose & Kimball Elmira, N.Y. 
Wm. Goldenblum Co. New York, N.Y. 


Masback Hdwe. Co. New York, 
Mathews & Boucher Rochester, 
Clark Witbeck Co. Schenectady, } 
Burhans & Black Syracuse, 
F. H. Ebeling Syracuse, } 
Canton Porcelain Co. 
Dumont Seed Co. 

The Kruse Hdwe. Co. 
J. Chas. McCullough Co. 
Livingston Seed Co. 
H. A. Gable Co. 

Steinman Hdwe. Co. 
Geo. Krause Hdwe. Co. 
E. J. MeAleer Co. 
H. F. Michell Co. 
Shields & Brother 


Ed. K. Tryon Co. 

1. W. Seott Co. 

J. A. Williams Co. 
Van Buskirk & Bro. 
Weeks Hardware Co. 


Russell-Heckle Co. 


ALZAAZ 
od ot net ot 


Canton,Ohio 
Canton, Ohio 
Cincinnati, O. 
Cinn., 
Columbus, Ohio 
Harrisburg, 
Lancaster, 
Lebanon, 
Philadelphia, 
Philadelphia, 
Philadelphia, 
Supplee-Biddle Hdwe. Co. Phila., 
Philadelphia, 
Pittsburgh, 
Pittsburgh, 
Pottstown, 
Scranton, 
Fulton, Mehring & Hauser York, 
Memphis, Tenn. 


Oo. 


Pa. 
Pa. 
Pa. 
Pa. 
Pa. 
Pa. 
Pa. 
Pa. 
Pa. 
Pa. 
Pa. 
Pa. 
Pa. 


Findlater Hdwe. Co. San Angelo, Tex. 


Ww. C. Landon & Co. Rutland, Vt. 
Diggs & Beadles Co. Richmond, Va. 
T. W. Wood & Sons Richmond, Va. 
J. Pritzlaff Hdwe. Co. Mil'kee, Wis 








Is your name missing from this list? 
If so, get in touch with us immediately 
for its appearance in the next “ad.” 








PLANTABBS COMPANY 


Baltimore, Maryland 


83 W. Biddle Street 
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Aces Give You 


Profit-Winning Hand For Fall! 


“DAYLITE” 


LAMPS 


Natural, room- 
filling light. 
Safety-sealed 
fuel. Beautiful 
styles. 4 mod- 
els, including 
new 129A that 
uses either kerosene 
or gasoline fuel. 


Price Leader No. 134A 
Retails For Only... 


$395 
















“SELF-HEATING” 


IRONS 


Instant-lighting! Self-heating! 
Speed-gliding base. Saves hours of 
time, miles of steps! Evenly bal- 
anced to re- 
lieve arm 
strain. Fast- 
seller to wo- 
men every- 
where. Choice 
of 3 models. 


Price Leader No. 8A $395 


Retails For Only. . 

















ma Rele}e] hich. i 
LANTERNS 





Floodlight 100-ft. 
area. Instant- 
lighting. Safety- 
sealed fuel. Single 
and twin mantles. 
Pyrex or mica 
globes. A real 
profit-maker for 
you! Six models. 
Price Leader No. 243A 
Retails For Only.. 


$395 











“LITTLE GIANT’ 
OIL HEATER 


America’ slargest- 
selling oil heater. 
Low-draft—use it 
anywhere. Radi- 
ates and circulates 
at the same time 
—wide heat range. 
Unlimited market. 
Retails 
For Only 


$3995 








Model No. 444 
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You Can’t Miss With A Winning Hand Like This!... 
Backed By 40 Million Retail Selling Ads And A “Step-Up” 
Plan That Boosts Profits As Much As 200%! 


These four fast-selling Coleman appliance lines are 
PROFIT LINES for you—backed by... 


t 40 Million national magazine ads, carrying the 
* story of “new low-cost ways to better living” 
into hundreds of homes in your market—creating 
more Coleman business! . 
New “Step-Up” Sales Plan giving you up to 
= 200% more profit per sale. This successful 
method of “selling away from” the $3.95 price 
leaders, up to higher-profit appliances, gives 
more benefits to the consumer—more profit to you! 


Famous Coleman “Little Giant” No. 444 Oil Heater— 
America’s fastest seller—sells itself through simple 
sidewalk demonstration. Ask for details on how todo it. 


Write nearest office for Coleman’s proposition now— 
including free sales and merchandising vlans! 


Order your Coleman stock from your nearest jobber. 
Address Dept. HA-04 FD-04 


The Coleman Lamp and Stove Company 
Wichita, Kans. Chicago, Ill. Philadelphia, Pa. Los Angeles, Calif. 
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of the NEW MYERS CATALOG 
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PUBLISHED IN THREE EDITIONS 
NO. 73 - PUMPS, HAY TOOLS, DOOR HANGERS 
NO. P73 - + + PUMPS AND SPRAYERS 
NO. HT73_ HAY TOOLS AND DOOR HANGERS 
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PUMPS -WATER SYSTEMS -HAY TOOLS-DOOR 


THE F.E.MYERS & BRO. CO 


ASHLAND. OHIO. 
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APPLIANCE AND MERCHANDISE DEPARTMENT, 





$22.15 


COMPLETE WITH 
JUICE EXTRACTOR 


FEATURES OF THE TRIPLE-WHIP MIXER 
The only three-beater mixer — newly designed 
beaters — easy-to-attach — easy-to-remove 

Powerful motor—with sufficient power to do all 
necessary household mixing, beating and whip- 
ping operations 

Convenient switch control—controls all speeds 
and provides single-hand control 

White baked enamel finish 

Opal white large and small mixing bowls 
Single-position bowl support 

Easy-to-grip carrying handle for portable operation 
Mixing light — provides clear visibility of all mix- 
ing operations at all times 

Swivel control — located for finger-tip operation — 
makes possible the convenient use of all accessories 
Permanently connected—all-rubber approved cord 
Juice extractor — easily attached — consists of 
juice bowl, reamer and adjustable spout 

A complete range of additional accessories, for 
food chopping, slicing and shredding, grating, 
knife sharpening, buffing, etc., are available at 
additional cost. 














ADVERTISING 
AND PROMOTIONAL 
PROGRAM 


NATIONAL ADVERTISING 
The General Electric Triple- 
Whip Mixer will be exten- 
sively advertised in Life, Good 
Housekeeping and Ladies’ Home 
Journal during this Fall. 


SPECIAL 
PROMOTIONAL AIDS 
Folders, banners, displays 
and ad-mats are all part of a 
complete promotional offer. 
See your G-E Distributor at 
once for complete details. 





GENERAL @ ELECTRIC 


CONNECTICUT © ONTARIO, CALIFORNIA 
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BRIDGEPORT, 
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No Re: Seaport 
LOCKSELATCHES = 


Like a bullet in a gun 





























WINS ON LOOKS ALONE. Dexter “Hi-Style” designs click 
with customers. And savings thru “Drill-Hole” installation 
clinch the sale. That’s why 3,000 dealers have sold millions 
of Dexter Tubular Locks. 


“DRILL-HOLE” INSTALLATION using the Dexter Bit Guide 
is doubly fast—and makes selling doubly easy. You loan 
the Bit Guide to your customers, let them use it. This 
Labor-Saving Device wins contractors, builders, and volume 
users. 
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“SALES HELPS" ARE GIVEN FREE. You're a - step - ahead 
from the start with Dexter-Tubular. Learn how this line 
will work for you. How to capture Profitable Residence 
Hardware Business. Send for complete information. Write 
—No Obligation. 














FACTORY GUARANTEED FOR LIFE-TIME. You give your cus- 
tomer a bond to satisfaction. Warranty Certificate packed 
with every box. Beyond all question, Dexter-Tubular is 
“tops” in quality—and “tops” in sales performance. 


FREE FACTS & FEATURES (> 


Tells “What to Say in Sell- 
How to Demonstrate 








= 
National 
GRAND RAPIDS, MICHIGAN 


Builders Hardware 
Cabinet Hardware 
Screen Door Hardware 


rass Company, Mfrs. aie to YOU of duclien di- 


rect with Factory. 8  illus- 
trated pages of sound selling 
suggestions. Send for your 
copy—No Obligation. 
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otherwise be lost. Let it give you the snappy action it 
has given to thousands of other hardware men. 

This popular SALES-MAKER really sells chain 
“right off the reel.” It’s like an extra salesman special- 
izing on one job—and doing that job well. 

If you haven’t one of these profit builders working for you, 
see your wholesaler. You ought to have one and your whole- 
saler will gladly tell you how easy it is to get. 

In addition to full lines of American Welded and Weldless 
Chains there are also cotter pins, eye bolts, cold shuts, lap 
links, repair links, round eyes, malleable castings, grab hooks, 
slip hooks, sash chain fixtures, screw hook hangers, shackles, 
S hooks, sling chain hooks, snaps, special attachments, swivels, 
toggles, utility jacks, welded rings, harness hardware and many 


other products. 


Sell AMERICAN 
when you sell chain 


AMERICAN CHAIN DIVISION 
YORK, PENNSYLVANIA 


In Business for Your Safety 


AMERICAN CHAIN & CABLE COMPANY, Inc. 
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Controlled 
Outlets: — 


In the past 20 years approxi- 
mately 20 wholesale hardware 
firms have made definite moves 
that may suggest a trend toward 
“controlled retail hardware out- 
lets” as an answer to current chain 
and mail order competition. Some 
wholesalers have established com- 
pletely owned and operated retail 
stores which have been carefully 
located. These stores are man- 
aged by men under the whole- 
saler’s direction and are “forced” 
to follow well defined programs 
of display, advertising and gen- 
eral merchandising based on cur- 
rent competitive activities. These 
store managers concentrate their 
time, talents and energies on sell- 
ing, while the wholesale house 
does the buying end of the job. 
As owners of these stores, the 
wholesalers are in a position to 
enforce this set-up. Such owned 
stores are frequently termed “test- 
ing laboratories”—an appropriate 
designation, although it is quite 
possible that it is used, at least 
in part, to lessen the antagonism 
of independent retailer-customers 
of the firm, who might otherwise 
resent the idea of a wholesaler 
being in the retail business—-and 
also because competing wholesal- 
ers often do a little “knocking” on 
the subject. In some cases, of 
course, the ownership of retail 
stores by wholesalers is not gen- 
erally known; perhaps because 
they are in the nature of invest- 
ments or because they are only 


ey CHARLES J. HEALE 
EDITOR, HARDWARE AGE: 


wholesaler does not have profit- 
able outlets. So much for the 
wholesaler-owned “controlled out- 
lets.” 


Voluntary 
Basis:— 


An even greater 
wholesalers have established “deal- 
er service departments” with a 
complete merchandising plan for 
all dealers whose total annual pur- 
chases justify such an investment. 
Some form of contract is usually 
employed in such arrangements. 
The dealer agrees to observe cer- 
tain merchandising practices, and 
to give buying preference to the 
wholesaler who furnishes window 
and counter display helps, adver- 
tising materials and competitive 
prices to help these dealers meet 
current offerings of chain stores. 
This might well be termed a vol- 
untary plan as the ownership, con- 
trol and operation of the retail 
stores remain with the original 
owners who only follow the spe- 
cial merchandising program, and 
implied concentrated buying 
agreements, etc., to the extent that 
they wish to follow them. In 


number of 


in locations where a particular , marked contrast to the wholesaler- 
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owned arrangement, the wholesal- 
er, even when right, cannot force 
these retail store operators to fol- 
low the plan or any part of it. 
Nevertheless, the underlying prin- 
ciple or theory is precisely the 
same in both types of plans and 
both suggest “controlled outlets.” 


To Meet 


Com petition Sinus 


In *both types of wholesale- 
retail programs the objective is to 
meet the increasing severe com- 
petition of chain stores. The 
wholesaler can only afford these 
dealer helps and provide competi- 
tive prices if his distribution costs 
are reduced by obtaining larger 
volume per stores serviced and by 
eliminating some competitive sell- 
ing costs that permit the whole- 
saler’s salesmen to spend more 
time and to get more business on 
each _call—of making 
fewer but more profitable calls. 
Essentially this idea is the same 
operation that has enabled chain 
stores to flourish—the wholesaler 
endeavors to render the same ser- 
vices that a chain headquarters 
renders—but unless the whole- 
saler has some control (either 


course, 


15 








through voluntary contract or 
ownership) the entire program 
fails to be completely successful. 
The chain store manager, like the 
manager of the wholesaler-owned 
reiail stores, either follows the in- 
structions or loses his job. He 
cannot be weaned away from a 
complete merchandising program 
by the lure of a relatively unim- 
portant price concession that a 
competing source of supply is 
using as bait to break up a whole- 
saler-retailer agreement. The vol- 
untary retailer participant in a 
wholesaler-retailer plan can, and 
‘too often does, take the bait and 
therein lies a fundamental diffi- 
culty faced by every wholesaler 
attempting such a _ cooperative 
program. And that is the major 
reason why so many wholesalers 
today are seriously considering 
“controlled outlets” owned and 
operated by them. How quickly 
such a drastic movement may be- 
come general it is impossible to 
predict, nor is there any present- 
day assurance that such is the 
general trend in the hardware 
business; but there is ample evi- 
dence that the idea is being given 
careful consideration and study 
throughout the entire industry. 
Sooner or later this subject will 
be brought out in the open in 
convention deliberations as well 
as in the relatively private conver- 
sations that take place at many 
convention gatherings. 


Another 

7’ 

Factor :— 

In recent years several chain 
store organizations have offered 
an “agency plan” in locations well 
serviced by efficient independent 
retailers or in towns not consid- 
ered sufficiently large to warrant 
a chain-owned store. In recent 
months two large chains have been 
concentrating their agency selling 
activities on small town retail 
hardware stores, which are the 
type of retail outlets most whole- 
salers regard as their own out- 
standing strongholds. If the 
agency plan continues to grow, 
wholesalers may be forced more 
quickly toward some plan of “con- 
trolled outlets,” either on volun- 
tary contracts or through owner- 
ship of their own stores. 
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Don’t Play 
Ostrich:— 


Ten years ago these comments 
would have been considered very 
radical if not positively absurd. 
The truth of the matter is that all 
of these comments are based on 
actual developments that can be 
seen and studied by all hardware- 
men who are willing to face facts. 
I am not predicting—but reporting 
and observing a situation that has 
enjoyed too little industry consid- 
eration, despite its active growth 
during the past two decades. 
Many wholesalers and _ retailers 
will be hostile toward these com- 
ments and toward the possible 
further development of controlled 
outlets. True enough, voluntary 
wholesaler-retailer merchandising 
programs could succeed as well if 
both parties lived up to their re- 
spective opportunities and obliga- 
tions most rigidly, otherwise the 
threat of controlled outlets is defi- 
nitely on the horizon. Whether 
you agree with these views or not, 
this is a subject which merits your 
best thinking and your most ear- 
nest attention. It will not be 
profitable to play ostrich and pre- 
tend that the problem does not 
exist. 


Bad Checks: 


Despite the frequent warnings 
and the daily newspaper stories 
of some “phony” check passing 
swindle, hardware dealers continue 
to cash worthless checks tendered 
by complete strangers whose only 
credentials are a glib tongue and 
a plausible story. The most re- 


cent evidence comes from Vir- 
ginia, where hardware dealers 
have been victimized by crooks 
who posed as maintenance depart- 
ment workers for well known high- 
way advertising organizations. 
These strangers required a small 
amount of paint, a paint brush, or 
some inexpensive tool amounting 
to two or three dollars. In pay- 
ment they offered alleged company 
checks for odd amounts such as 
$28.90 or $26.80—the same sup- 
posed to pay for incidental 
expenses incurred on company 
business the previous week. Rather 
than lose the sale, plus the lure of 
some fast conversation about fu- 
ture business from the same 
source, these hardware men gave 
up their merchandise and _ the 
change in cash—net result a com- 
plete loss to the extent of the 
amount of the bad check. Unfor- 
tunate experiences such as these 
always remind me of a sign in a 
New Jersey lunch wagon which 
reads “We have a special agree- 
ment with a local bank. They 
don’t sell soup and we don’t cash 
checks.” This is a good policy to 
pursue unless you are dealing with 
local people known to you or your 
clerks. Companies who send men 
on the road have ample facilities 
for arranging credit and the privi- 
lege of cashing company checks. 
Most of them do it and so when a 
person unknown to you tries to 
cash a check, which he says was 
given to him by his firm, refer 
him to a bank or hotel and let 
this person establish his credit, 
which any honest man can do 
easily and quickly . . . Don’t Cash 
Checks for Strangers! 





40-Hour Work Week Effective Oct. 24, 1940 


All companies now subject to 
the Federal Wage and Hour Law 
will be required to reduce the 
work week to 40 hours effective 
October 24, 1940, or pay time and 
a half for the hours in excess of 
that maximum. At the present 
time the standard work week is 
42 hours. There is no change in 
the hourly wage rate at this time. 

There may be some feeling on 
the part of businesses subject to 
the law that these provisions may 


be deferred or postponed at this 
time because of the pressure of the 
National Defense Program. How- 
ever, there is no indication to date 
that this will be done. 
Companies affected by this 
change should plan to make the 
necessary changes in bookkeeping 
and payroll records that will be 
required as far in advance as pos- 
sible. It may be necessary, in 
some cases, to adjust working 
schedules to minimize overtime. 
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straight carload 
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Says 
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-.. Our increase in builders’ hardware 
has been exceptionally large 


9 > 
dealers profits are creater.” 
— Mr. G. A. Rogers, of Salt Lake City, Utah 
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SP REVELb- 
‘ATERSON\ 
RDWARE Gompany “ 


Lockwood Hardwere Manufacturing Co. 


Fitchburé, Massachusetts 


Shew 
Attention of Mr. — 
General Seles Maneg 


Gentlemen! 


ears 
has now been nearly — : 
ou in this line will 


et 
started out in rather & mode 


nave had more cooperation 
yous than we have ever 


Yours 





These exclusive 
Lockwood devel- 
opments give 
jobbers an op- 
portunity to avoid 
sharp price com- 
petition! 








Lockwood Hardware Mfg. Co. 


Division of Independent Lock Co. 
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lai RMOUNIAIN Wroursate Distriautors 


SALT LAKE CITY, UTAH 
March 13, 1940 
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till better - 
po sa new styling and the ne 


from your company, 
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reciate this and ere 
dware business. 


very truly, 


Ziv 


er 
President and General Mansg 


hardware has 


and more selling 


tain territory. 


VALUABLE JOBBING FRANCHISES OPEN 


Several extremely valuable Lockwood 
franchises in various parts of the country 
are open to jobbers with adequate sales 


forces. Write today for full information! 


F itchburg, Massachusetts 


= 


[LOckwoop} 








Mr. Rogers is President and 
General Manager of the 
Strevell-Paterson Hardware 
Company, who are Lockwood 
Distributors in the Intermoun- 
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SCHLAFER'S INC 
APPLETON. WIS 





Dear Mr. ant “rs. Some Bulldor 
Appleten, Sisconsia 


There ore many things for your new home which you will 
need eee but ahich are never Sioughe of until the lest 
minute ant the rush ome finds it rather difficult 
te arrange for them, m 


fen, cooking odegs are quickly é 
the house sever “auplle” whet ie eo om in 

(a good fan opeetes as « entilating fan ae wull as an 
eahoast fone) 


Then there's the antl box to think ebouts 
wallt-in t of a attractive nonerustin, 


every item, ehether 
tumbler holder, 
sturdy, Ask to seo them. 
ye! there'll be miny sore things enich you will think 
of in the lest reshe In our te stock for “home 
furnt oh it Le eusior to make a selection, om there 
& lot of satisfaction in being able find Just what you 
want. 


Youre very truly, 


aiaitt 


These mimeographed letters describe a variety of 
items for old or new homes. Literature giving 
more detailed information accompanies the letters. 


Every New Home Builder 
Is a Live Prospect 


HENEVER an in- 
habitant of Appleton, Wis., takes 
out a building permit for a new 
home or extensive remodeling, 
Schlafer’s, Inc., sends him com- 
plete information on the many 
items he may need. [nexpensive 
mimeographed letters which are 
made up in advance are used to 
tell the story. And they succeed 
in interesting a large percentage of 
prospects in that city of 27,000. 

“Building permits for remodel- 
ing are not followed up unless the 
job is valued at more that $100,” 
said Arthur H. Benson, advertising 
manager of the firm. “A series of 
five letters is sent to all individuals 
who have filed building permits. It 
usually takes several weeks for the 
prospect to receive all the letters 
in the series.” 


Schlafer’s Inc. of Appleton, Wis., 


uses letters, folders and booklets 


to build sales—they get results 


These letters tell about the equip- 
ment for new homes and other 
items needed in building or re- 
modeling. The problem of lawns 
and gardens is covered in another 
mailing. Still another tells of the 
many household items stocked by 
the store. 

Folders and booklets on the vari- 
ous items mentioned in the letters 
are included in each mailing. 
Manufacturers supply this mate- 
rial. 


“Getting this information into 
the customer’s hands promptly 
keeps the hardware store in the 
individual’s mind as a place where 
home equipment can be secured,” 
said Mr. Benson. “Mimeographed 
letters of this type do this job at a 
very low cost. The form letters 
are made up on the store’s equip- 
ment in quantity and are then 
mailed as required. This type of 
advertising, including postage, 
costs about 4 cents a letter.” 
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business was the biggest and the 
best we have ever had,” said Hoke 
Larsen at The Larsen Hardware 
Co., Moorhead, Minn. “The store 
decorations simply amazed people 
and a great many told us while 
making their purchases that they 
came in primarily to see the thou- 
sand flashing tree lights used in 
the overhead trim. More than 140 
eight-light sets of Christmas tree 


Tree light decorations attract holiday 
customers to the Larsen Hardware Co. 


lights were used in the decorations 
of the store. Each set of lights 
flashed on and off and this at- 
tracted the attention éf many peo- 
ple passing the store, with the 
result that they came inside to find 
out more about the display. 


Store Decorations 


“The lights were supported by 
green and red ropings. This ma- 
terial was draped from the light- 
ing units in the store. It was also 


of Moorehead, Minn. 
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Christmas tree lights on evergreen ropes enhanced the store front. 


used around the tops of fixtures. 
Metal tinsel was fastened to the 
decorations and white paper icicles 
were used around the fixture tops. 
Christmas banners and pennants 
suspended on wires across the 
store were located at several posi- 
tions. Customers, on entering, 
knew immediately that something 
different was going on. Therefore, 
they were stimulated to look 
around and they usually saw mer- 
chandise of interest to them.” 
This company starts its Christ- 
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-mas promotions early. Toy and 


holiday goods are on display by 
the 20th of November. Windows 
with Christmas merchandise are 
installed at this time and are 
changed every week. 

About December 1, 3500 cir- 
culars are distributed throughout 
the town and are mailed to the 
surrounding territory. This ad- 
vertising piece shows toys and 
other Christmas merchandise to 
be found in the store. Another 
similar mailing and distribution 
of the circular is made about De- 
cember 15. 

“We always plan to have some 
unusual item to feature during 
the holidays,” says Mr. Larsen. 
“This year we had Christmas card 
assortments. We offered 21 at- 
tractive cards for 17 cents and we 
sold more than two gross of these 
assortments. They were displayed 








at the front of the store in large 
quantities with large show cards 
on the display. 


“Using Christmas tree lights as 
decorations seems to stimulate 
people to buy sets in our store. 





Overhead decorations were of lights and red and green ropings. 





White paper icicles and lights attached to similar ropings 
were along the tops of the sidewall fixtures in the store. 
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Over 400 sets were sold and our 
stock was completely exhausted. 

“Toys are displayed and featured 
at the rear. Most of the people 
are interested in this merchan- 
dise more than they are in our 
regular goods at this time of the 
year. With toys at-the rear of the 
store, customers must pass the at- 
tractive displays of housewares, 
sporting goods, and gift goods 
which are shown on tables toward 
the front of the store. This pro- 
duces many additional sales and 
stimulates people to make other 
gift purchases while in the store.” 

Toy stocks are most complete 
ang wide assortments are offered. 
Prices range from as low as 25 
cents to as high as $15.00. Toys 
bring additional store traffic, but 
the line is not simply carried as a 
traffic builder. The company ex- 
pects to make money on the sales 
of the entire toy line. 
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ickett’’; MAKES REGULAR 


Warren, Pa., store stresses 
lo P 
V y housewares, sporting goods 
C Shadow boxes and special 
ONSIDERABLE 


extra sales volume can be devel- 
oped on regular lines of house- 
wares, sporting goods, and electri- 


cal appliances if the merchant will ne of the best hunting sections “We now increase our stocks of 
promote the utility gift idea in his jn the state. Items in the football, regular sporting goods items for 
community. This statement comes basketball and other sporting the holiday season,” said Mr. 
from D. L. Armstrong, general goods lines are also featured for | Armstrong. “Sales have shown 
manager, Pickett Hardware Co., the younger members of the family. such satisfactory increases from 


Warren, Pa., who carries out this 
idea in the store at Christmas 
time. Warren, Pa., is a city of 
approximately 15,000 population 
located in the northwestern part 
of the state. 


Sporting goods lines are fea- : a ‘ pj ak 
tured throughout the store and —- or ve Se eee (I 
many of these lines, such as skis ery Aki er at BAND a? 
and ski accessories, are in season ; a6 * Te eee! Ee hee ee a de 


at this time. Winter sports are 
very popular in this part of Penn- 
sylvania and this merchandise is 
readily acceptable as gift goods 
during the holiday period. Sleds, 
toboggans and ice skates are other 
items that are appreciated as gifts. 
During the Christmas season this 
merchandise is given the holiday 
appeal by wrapping it in gift 
packages, showing it in windows 
as gift merchandise and suggest- 
ing it as suitable gifts for various 
members of the family in news- 
paper advertisements. 

Guns of all types make ideal 
gifts for the person interested in 
hunting. Most of the people in 
the Warren trading area are in- 
terested in this sport since this is 





Top — Glassware sparkles in this 
corner fixture as a result of the 
mirror background. Mirror-topped 
tables are used to show various 
glassware gift items. Bottom— 
Shadow boxes above the fixtures 
emphasize a variety of items 
which are illuminated by special 
overhead lights. 
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LINES GIFTS at Christmas 


the utility angle of its 
and electrical supplies. F 


decorations draw patrons 


promoting these items as gifts that business which is in the cash reg- 
this has been necessary. At the _ ister and not in surplus stocks.” 

end of the Christmas season our Housewares lines also are in- 
stocks are back to normal and we _ creased for the holiday season. 
have made a profit on this extra’ The store is known for its very 
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complete and unusual housewares 
and gift items. It is also well 
known for the very complete stock 
of glassware, pottery and china- 
ware that it carries. All of these 
items make excellent gifts during 
the Christmas season and mer- 
chandise of this type also has 
great utility value. 

“Women come from _ miles 
around to shop in our housewares’ 
department,” Mr. Armstrong ex- 
plained. “The displays of this 
merchandise are developed to 
make shopping easy and pleasant. 
Merchandise in the sidewall fix- 
tures is within easy reach of the 
customer. Table displays feature 
individual lines or special items in 
such a way that customers are 
aware of value of the goods and 
their advantages immediately. We 
believe in having the goods so 
customers can examine and sell 
themselves on the merits of the 
merchandise.” 

Christmas atmosphere for the 
store is achieved by means of spe- 
cial decorations in the shadow box 
display¢ used on the top of each 
fixture. During the holiday sea- 
son a light green paper back- 
ground is used in these display 
spaces. A bright ,Christmas red 
ribbon, approximately 2 in. wide, 
is stretched diagonally across this 
background. This provides just 
the right amount of atmosphere 
for the gift merchandise that is 

(Continued on page 56) 


Top—Guns are shown in the fix- 
ture, ice skates in the shadow 
box while bicycles are on the 
floor in front of the fixture. 
Bottom — These two tables, with 
tops trimmed in Christmas hues, 
feature small electrical appliances, 
carving sets and cutlery as holi- 
day gift suggestions. 
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A winter landscape scene, cut by hand from white cardboard, crepe 
paper icicles and winter backgrounds emphasize the holiday idea. 


ry 
| HE Christmas sea- 
son means a lot to the children as 
well as the parents of Hunting- 
burg, Ind., and the Reutepohler 
Hardware Co. adds to the enjoy- 
ment and pleasures of both with a 
Christmas merchandising program 
that features a childrén’s song fes- 
tival, a Santa’s mail box and a 
well selected assortment of toys. 
The complete program of the store 
is directed by the wife of the 
owner of the business, Mrs. Har- 
vey Reutepohler, who understands 
so completely the things that par- 
ents desire for their loved ones. 
The opening of the toy depart- 
ment is an event that children of 
the community look forward to for 
months. It is always held on the 
Friday and Satur- 
day following 
Thanksgiving Day. 
Advertisements in 
the newspapers an- 


he nounce the open- 
> ing and the pro- 
a gram for the two- 


day period. All children and par- 
ents in the community and sur- 
rounding trading area are wel- 
come to attend and they come for 
miles around to hear and take part 
in this unusual occasion. 

Friday afternoon between 2 and 
3 o'clock is the children’s hour. 
More than 150 youngsters visited 
the store on that day a year ago 
and listened to stories, sang Christ- 
mas carols and saw the various 
toys demonstrated. Each child re- 
ceived a sack of wholesome Christ- 
mas candy. Many parents came to 
the store with the children so there 
were almost as many adults as 
children in the store. 

On Saturday, a musical pro- 
gram was given by children from 
various high schools in the district 
on an Esty organ installed for the 
occasion. The organ was located 
on a platform in one of the win- 
dows of the store and people out- 
side were able to see the player as 
well as those inside the store. This 
musical demonstration attracted 
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Dolls of all types are in a large showcase and 





The Reutepohler Hardware 
Co., Huntingburg, Ill., uses 
this means of announcing 
it’s ready for Christmas 


doll cabs, wheeled toys and blackboards are on 


display in the open floor space before them. 





more than 350 children to the 
store again and as many parents 
also were present. 

Many parents came to hear their 
children play while others brought 
their youngsters to hear part of the 
musical program during the day. 
Everyone was pleased with the 
program and thoroughly enjoyed 
the visit to the store and an oppor- 
tunity to preview the wide assort- 


ment of toys on display. During 
the opening days all emphasis was 
placed on pleasure for the children 
and parents. Toys were displayed 
and demonstrated but sales were 
not stressed. 

“Santa Claus” appeared during 
the evening on the first day and 
again gave candy to the children 
present. He also accepted letters 
to Santa Claus t.at the children 


vens Vhis Sirm’s Season 


had prepared for him. A letter box 
to Santa was installed in the store 
so that any boy or girl could mail 
a letter to him at any time during 
the season. 

These letters were turned over 
to parents of the boys or girls 
since many had requested these 
letters ,in previous years. Where 
parents did not call for these let- 

(Continued on page 46) 





Left—Mechanical toys, construction sets and wind-up toys are on this five-shelf, 
temporary fixture in the center of the store. Right—Games, books and toy furni- 
ture are on this green, four-shelf rack which is located at the front of the store. 
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The Gift Appeal Helps 
= 


such as refrigerators and ranges 
are featured prominently in dis- 
plays and advertising at Christmas 
time in the Fairley Hardware Co’s., 
Blanchester, Ohio, branch store. 
Many sales result from this promo- 
tion and additional sales efforts, 
all of which helps make December 
one of the store’s best volume 
months. 

Toys and wheeled goods are also 
featured at this time of year. These 
lines bring many people to the 
store for the holiday season. Both 
toys and major appliances are 
shown up at the front so that 
people visiting the store to do gift 
shopping for children also come 
in contact with the major appli- 
ances every woman desires for the 
home. 

“Several refrigerator and range 
sales were made as a result of this 
situation,” says C. J. Wood, store 
manager. “One man sells major 
appliances outside all the time and 
he is very busy during the holi- 
days. Many men like to present 
some item of major equipment to 
their wives at this season even 
though it is not a complete surprise 
to the women. 

“Selling discussions with pros- 
pects at this time, always stress the 
gift angle and, in many instances, 
purchases which were not planned 


* * 


Top—Major appliances and relat- 
ed housewares are shown in one 
window at holiday season time. 


Center—Refrigerators and wash- 
ers are displayed along the 
sidewall on platforms—ranges 
are featured back of the show 
windows. Christmas games are 
arranged on a_ seasqnal table. 


Dolls, games and other toys are 
shown on this post display and 
wheeled goods and doll furni- 
ture are featured in the aisle. 
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Sell Major Appliances 





until after the first of the year will 
be made earlier so that the item 
can be delivered as a gift.” 

Customers are encouraged to 
make use of a lay-away plan. 
Christmas Eve delivery of any 
merchandise is publicized in all 
advertising. These extra services 
often decide sales of major appli- 
ances during the holidays. A 
Christmas Eve delivery of a re- 
frigerator, range or washer, all 
wrapped up in Cellophane with a 
red bow on it, thrills the recipient 
and brings the giver the satisfac- 
tion derived from an unusually 
pleasant surprise. 


Extra Disp 





l 


The Fairley Hardware Co. of 
Blanchester, Ohio, keeps them 
near the toys and interests 
the gift-purchasing parents 


One show window is used to dis- 
play large home appliances during 
most of the holiday season. These 
articles are always wrapped in 
Cellophane and tied with big red 
ribbons and bows of the same ma- 
terial, all of which adds to their 
gift appeal. Smaller housewares 
are usually shown in front of these 
goods. The other show window 
presents toys and wheeled goods 
during this period. Displays are 
changed about every week. 

Major item displays are ar- 
ranged inside the store along the 
back of the window. These dis- 
plays are also carried along the 


ay Space for Holiday Merchandise 





Christmas tree lights and tree 


decorations are arranged upon 
step-up display fixtures on a 
display unit around a post. 


sidewalls on both sides for 10 to 
15 feet. Ranges are shown back of 
the windows, while the taller re- 
frigerators are displayed along the 
sidewall. Ranges are also shown 
in batteries on the floor. 





A four-shelf, step-up rack, designed to fit over regular display tables, is used by the Central Hard- 


ware Co., Fitchburg, Mass., to increase display space at Christmas time. 


Regular merchandise dis- 


plays on the tables need not be removed since the rack fits above them. Open construction of the 
display makes it possible to secure any of the regular table merchandise with little difficulty. Each 
shelf is about 6 in. high and 7 in. wide, the rack being about 24 in. high at the rear and finished in a 


dark stain. 
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Illustrations show the rack as it appears empty and in use. 





















For EVERYBODY 


Pizzano 








GIFTS 





B, practically turn- 


ing its store into a Christmas toy 
and gift bazaar, participating in 
two contests and advertising its 
holiday wares, the Pizzano Hard- 
ware, 372 Broadway, Revere, 
Mass., increased its 1939 holiday 
sales volume 6 per cent over the 
total enjoyed for the same period 
in 1938. Aggressive merchandis- 
ing being necessary in Revere, in 
order to compete with larger stores 
in nearby Boston, F. Pizzano, own- 
er of the store, had his staff replace 
displays of staple hardware lines 
with gifts for both adults and chil- 
dren. 

Shifting the stock and installing 
auxiliary display equipment, which 
increased display space and also 
added to the holiday appearance 
of the store, was a real job. Says 
Angelo Pizzano, manager of the 
store. “The change in our layout 
turned out to be a profitable one. 


Colorful signs and garlands 
gave the delivery truck a 
holiday dress and advertised 
the fact that the store had 
toys and gifts for everybody. 





Pushed Playthings’ 


We have records showing that 
all this additional work gave 
us an increase of 6 per cent over 
the volume recorded for 1938.” 
The center of the store, which 
has a display room 70 ft. long by 
22 ft. wide, was given over to 
built-up displays of playthings for 
boys and girls of all ages. Toward 
the front of the store there was a 
display table with graduated 
shelving, on which were shown 
books, games, wheel toys, etc. In 
the rear half of the store there was 
a built-up display unit, on top of 
which were installed table - like 
auxiliary display units, finished in 
green, for increasing the display 
space in that part of the display 
room. Lamps, clocks, lighting fix- 
tures, etc., were displayed on arch- 
ed false front units placed in front 
of the regular shelving. These 
units, which were fitted with con- 
cealed lighting equipment, were 
made of plywood, with metal trim. 
Several thousand 40-page, roto- 
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gravure catalogs, bearing the 
store’s imprint, were obtained from 
a wholesale hardware distributor, 
and were distributed to all parts 
of the store’s trading area. In con- 
nection with the distribution of the 
catalog, the wholesaler ran a na- 
tional jingle contest for boys and 
girls who were called on to supply 
the last line of a five-line jingle. 
Winners of the jingle contest, con- 
ducted by Pizzano’s, were given 
special prizes offered by that store 
and their entries were also entered 
in the national event. Youngsters 
were entitled to submit as many 
entries as they wished, and provi- 
sion was made that in the event 
of any ties duplicate awards would 
be given. 

With other merchants in Revere, 
members of the Retail Merchants 
Division of the Revere Chamber of 
Commerce, the store also partici- 
pated in a jig-saw puzzle contest. 
Men, women and children received 
from cooperating stores sealed en- 
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Two contests and auxiliary 
displays of toys and gift- 
wares helped this Revere, 
Mass., firm’s holiday sales 


velopes with jig-saw puzzle parts, 
the total number of parts to com- 
plete the puzzle picture of the 
Revere City Hall being 100. The 
first prize in this event was $500, 
the second award $200, the third 
being $50. Fourth and fifth awards 
were $25 and $20 respectively. 
Then there were 10 awards of $10 
each and 21 prizes of $5 each. In 
the event no one completed the 
puzzle by midnight, Dec. 23, 1939, 
the entrant whose picture was 
judged the most complete by the 


Large and varied stocks of 
gift items were on display 
and everything was within 
plain view of the shoppers. 
With but few exceptions, all 
toys were within easy reach. 








’ | Sales Up 6 Per Cent 





judges was to receive first award. 
The further provision was made 
that in the event of ties, the judges’ 
decision as to the disposition and 
allotment of prizes was to be final. 

The Pizzano store carries toys, 
at Christmas time, to get more 
people into the store, to both build 
traffic and boost volume and finds 
the plan works very well. Al- 
though lay-away plans were avail- 
able, there were no time payment 
transactions permitted, all sales 
being for cash. 
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Eye-Catching Decorations 


Unusual displays put gift appeal 


in regular lines for Weber & 
Furman Co., Rockford, Ill. 


A TTRACTIVE Christ- 
mas decorations gave the gift ap- 
peal to regular merchandise lines 
and stimulated sales of this mer- 
chandise during the holidays for 
Weber & Furman Co., Rockford, 
Ill. Rockford is a community of 
approximately 86,000 population 
and is located in the northern part 
of the state. 

The key display and the one 
which attracted immediate atten- 
tion was located in the center of 
the store. It was about 30 ft. long 
and a replica of a snow-covered 
roof of a brick house was sus- 
pended from the ceiling over this 
display. People entering the store 
seemed to be drawn to this ar- 
rangement of merchandise, for 
their interest was aroused by the 
unusual decorations. 

Small electrical _ appliances, 
glassware, tools, bathroom scales 
and pots and pans were shown on 
this display. These items would 
appeal to almost any member of 
the family. The display was bril- 
liantly lighted and white paper 
icicles were fastened around the 
eaves of the roof. 

Another display that increased 
Christmas business featured fire- 
place equipment. This merchan- 
dise was shown on a hexagonal 
platform. In the center of the 
platform, dummy fireplaces con- 
structed of crepe paper simulating 
red bricks served as a background 
for the various types of equip- 
ment. Some of the smaller items 
shown on top of the fireplaces 
were wrapped as Christmas pack- 
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The white fire- 
place and Xmas 
tree supply the 
holiday atmos- 
phere for this 
gift display. 
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Center—This display in the 
center of the floor, deco- 
rated with a canopy, served 
to arouse the interest of 
the customers in the mer- 
chandise. Bottom — Silver 
stars were placed on the 
blue background of this 
open case of housewares. 
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Customers were able 
to examine items in 
this wheeled goods 
display in the cen- 
ter of the floor as 
much as they liked. 


Center—White paper icicles 
at the top of glossy, black 
sidewall fixtures having 
blue backgrounds supplied 
a holiday touch with but 
little cost. Bottom — Fire- 
place equipment was shown 
on a_ hexagonal platform 
with fireplace background. 


ages to carry out the gift sugges- 
tion. 

“Fireplace equipment is a year- 
around line with us,” said Frank 
Furman, owner. “Featuring the 
line as we did resulted in consid- 
erably increased sales during the 
holidays.” 

Sidewall fixtures throughout 
the store were decorated with 
white paper icicles along the top. 
Adding this decoration to the fix- 
tures, which were already glossy 
black with light blue shelves and 
backgrounds, made a striking con- 
trast which caught and drew 
customers’ attention to the mer- 
chandise on display. Silver stars 
fastened to the blue background 
supplied the final Christmas at- 
mosphere. 

A special arrangement of mer- 
chandise was worked out in one 
section featuring aluminum ware. 
This display extended to the floor 
and presented many gift sugges- 
tions to customers. Another at- 
tractive merchandise display was 
developed for clocks, ovenware 
and japAnned ware items. 

Several items in the display of 
major appliances were wrapped in 
Cellophane and tied with large 
red bows of the same material. 
This merchandise was displayed 
on the center floor in place of 
along the sidewall. People were 
able to examine these items more 
freely with this arrangement, and 
more items were sold. 

Wheeled goods such as tri- 
cycles, scooters, wagons, etc., were 
featured in a center floor space 
where customers could satisfy 
themselves as to the merits of in- 
dividual items. The arrangement 
of this display was changed fre- 
quently. 

Holiday windows were installed 
about November 25. Newspaper 

(Continued on page 103) 
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i= of the more 


important factors helping Web- 
ber’s Hardware of Fitchburg, 
Mass., do a good Christmas toy 
volume in both 1938 and 1939, 
were large displays of worthwhile 
toys (mostly priced from one dol- 
lar and up) regular advertising, 
and the ability of most of the toy 
sales force to advise customers as 
to the proper toys for different 
ages of children. While the store 
sells toys to local residents, for 
shipment to other cities and towns, 
it is not unusual to have out-of- 
town people send their orders for 
toys to be delivered to local chil- 
dren. 

Hugh Carter, manager of the 
store, says of one of these out-of- 


32 


Patrons visiting 
first floor were Fé 


and decorations © 


Cameaicn Buitos 


town customers, “A woman in Bos- 
ton, sent a friend in Fitchburg 
$17.00 with which to buy gifts for 
local children last Christmas, and 
enclosed advertisements from Bos- 
ton department stores, checking a 
variety of playthings she wanted. 


Large displays and stocks and 
a helpful sales force helped 
this Fitchburg, Mass., firm to 
pyramid profits at Christmas 


the housew 
yo ro! this display section. 
n 


n upon the 


ares sectlo the toys 


“Toyland” by 


We had most of the items in stock 
and obtained the balance from a 
Boston wholesaler.” 

Adequate advertising and dis- 
play are not the whole story for 
the toy department’s success at 


Webber’s. There is the human 
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element to consider, particularly 
in the sale of toys. Many young- 
sters will visit a toy display, with- 
out their parents and then tell 
them what they want for Christ- 
mas gifts. And so it is important 
to make friends with the young 
boys and girls. Says Mr. Carter, 
“Children visiting the store are 
given considerable liberty to look 
at toys, although salesmen watch 
them in a careful but friendly 
way. And, as a result, loss from 
damage and pilferage is small. We 
ask them not to touch things and 
also make a point of welcoming 
youngsters whom other stores will 
not permit in their toy depart- 
ments.” 

The toy department, which was 
managed last Christmas by Forde 
Miller, offered lay-away facilities 
to local residents, and advertised 
that service in its local newspaper 
advertisements. Mr. Miller says, 
“This plan appeals to people wait- 
ing for Christmas Club funds and 
also provides a means of keeping 
toys away from possible discovery 
by the youngsters at home. While 
a few people have to be reminded 
about purchases we have never 
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Small ads like this appeared in 
the newspapers from time to time. 
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“Toyland” adver- 
tising began on 
Nov. 15 with this 
3 column wide, 
9% in. high pre- 
view publicity. 
A dollar sale of 
toys was adver- 
tised just two 
days later. 





We're Ready! Webber’s Mammoth 


TOYLAND 
PREVIEW 








Begins tomorrow! Santa’s coming 
on wheels this year. It’ll be full- 
speed ahead for many bright-eyed 
youngsters when Old Santa packs 
these new American-made, stream- 
lined wheel toys to hundreds of 
homes on Christmas. Be ready to 
help him — make your selections 
tomorrow from the largest assort- 
ment of toys in Fitchburg—then use 


Webber’s Convenient 
LAYAWAY Ms 
PLAN 


A small deposit reserves 
the article of your choice 
until you're ready for it. 
Only 32 shopping days left 
—so do your Christmas 
“hiding” early! 
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WEBBER’S 


HARDWARE STORE 


A Division of The Webber Lumber & Supply Co. 


DEPOT SQUARE 


PHONE 4880 








had anyone buying on such a plan 
who failed, in the end, to pay for 
and get items bought that way.” 

Webber’s “Toyland” was _lo- 
cated on the second floor but a bid 
for toy sales also was made on the 
main floor. Above the shelving 
for the housewares section a num- 
ber of games, toys, sleds, veloci- 
pedes, etc., were displayed with 
several festoons, a decorated 
Christmas tree and a fireplace with 
packages and Christmas stockings. 
Although sales of toys were not 
made on the first floor these re- 
minders on the ledge served to in- 
terest housewares’ customers in 
visiting “Toyland.” Since an in- 
teresting toy department will be- 





Hocioay Saces.4- Wesser's 


come badly congested at times, 
with the result that,there will be 
crowds of people in one section of 
a department and practically no 
patrons in other parts, “ballyhoo” 
is necessary in order to better 
spread out the crowds. For this 
purpose Webber’s had a “sound 
control system,” in effect a minia- 
ture reproduction of a broadcast- 
ing studio placed in the front part 
of the toy department. From time 
to time the “sound control sys- 
tem,” which was one of the higher- 
priced toy setups offered, would be 
used to attract customers to the 
front of the department. Bulkier 
items such as velocipedes were dis- 
played up near the microphone 
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Filled With Sparkling, Glittering --- ' 
New AMERICAN MADE Toys! 
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BER’S 


Telephone 4880 








This advertisement, six columns wide and 21 in. deep, not only il- 
lustrated numerous items in stock but also featured the general 
set-up of “Toyland.” It’s a type of advertising worth following. 


used in the “sound control sys- 
tem.” 

Mass displays of a number 
of toys, grouped according to 
classification and age, emphasized 
to Fitchburg residents that Web- 
ber’s toy department was “there 
with the goods.” For example, one 
table was piled high with stocks 
and samples of toys for pre-school 
children, ranging from those for 
youngsters just learning to walk 
to playthings for really active tod- 
dlers. The ability of most of the 
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toy salespeople in this section to 
advise as to the purposes of the 
various toys was a distinct help to 
customers. Another section was 
devoted entirely to items for the 
juvenile cowboy. On another table 
there was a wide variety of toys 
for girls interested in playing 
house. Miniature band _instru- 
ments, stuffed toys, doll acces- 
sories, luggage, etc., all had their 
sections in the department. 

To interest Sunday schools, etc., 
there were tables devoted to lower 


priced items, including part of one 
table featuring items priced at 9 
cents. A few Christmas wreaths 
and simple but effective Christ- 
mas decorations on the pillars sup- 
porting the ceiling added Yuletide 
spirit to the display but the prin- 
cipal emphasis was on the mer- 
chandise. From Thanksgiving un- 
til the end of the Christmas shop- 
ping season half-page advertise- 
ments were used for toys, at least 
once a week, although the Christ- 
mas “Toyland” advertising cam- 
paign started on Wednesday, Nov. 
15, announcing a “preview” to be- 
gin the next day. Urging use of 
“Webber’s Convenient Layaway 
Plan” this ad stated that “A small 
deposit reserves the article of 
your choice until you’re ready for 
it. Only 32 shopping days left— 
so do your Christmas ‘hiding’ 
early!” Two days later a dollar 
sale of toys was advertised in 
smaller space. On Wednesday, 
Nov. 29 the first of the half pages 
devoted entirely to toys ran, with 
illustrations of 19 different games, 
mechanical and educational toys 
being illustrated. This ad empha- 
sized the fact that “Toyland” was 
“Filled with sparkling, glittering 
—New American Made Toys” and 
outlined the varied nature of arti- 
cles offered in the toy department, 
with emphasis on some of the 
more outstanding new items on 
display. In addition to a daily 
published in English, local foreign 
language papers carried ads for 
Webber’s. 

On Friday night, December 1, 
“Santa Claus” arrived in town via 
airplane to the accompaniment of 
music, special street lighting and 
other seasonal activities. This 
event, which was held under the 
auspices of the Mercantile Affairs 
Committee of Fitchburg, was ad- 
vertised in a daily newspaper on 
its third page while Webber’s big 
half-page ad appeared on page 7 
of the same issue. From time to 
time Webber’s ran ads one column 
wide and 3 in. deep, showing Santa 
Claus carrying a sign bearing the 
slogan “Buy Toys on the Lay-a- 
Way Plan” and further suggesting 
“Ask Us About It! | Webber’s 
Hardware Store.” These appeared 
on a page devoted to personals, 
special notices and small adver- 
tisements. 
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Oct. 18, 
1948 














THE STORY OF THE 
CORRUGATED SHELL 











[Our Christmas Present 
to You 


In a few more weeks, millions of Amer- 








icans will engage in the world’s biggest 





You’ve probably noticed that 
all Remington shot shells 
have corrugated bodies. Rem- 
ington originated and is the 
sole manufacturer of this 
type of shell. The corruga- 
tions on the shell body make 
it stiffer, stronger, tougher. 
They’ll stand up under severe 
treatment. They’re easier to 
handle—won’t slip out of cold- 
stiffened fingers. They make 
for faster feeding, easier ex- 
traction, smoother ejection. 
The advantages of the cor- 
rugated body are obvious to 
any shooter. Equally obvious 
are the Kleanbore priming, 
the double Wet-Proof protec- 
tion and the extra speed, 
power and smash of Reming- 
ton’s famous green shells. 
Other features include gas- 
tight wadding to keep every 
ounce of power behind the 
charge, and double screened 


shot pellets for minimum air : 


resistance. 

It’s no wonder that Rem- 
ington Nitro Express and 
Shur Shot shells are the 
country’s leading brands. 


shopping orgy — the annual Christmas 
buying season. 


Everywhere, retailers are laying plans 
to get their share of this huge business. 
How much goes to the hardware trade? 
A lot, yes, but not as much as you’d like to 
get. The problem, of course, is—store 
traffic. Department stores splurge with 
large space advertisements, pack people in 
like sardines. And there’s no use denying 
it—they get the cream of the business. 


So, we com&to our Christmas present 
to you (and to ourselves). It consists in 
special advertising in large circulation 
magazines on Remington guns as ideal 
Christmas gifts. This advertising will 
send customers to your store in search of 
the guns they’ve read about. The only 
satisfactory welcome for these customers 
is a good stock of Remington guns. It’ll 
pay you to have this welcome ready. 


A Remington Dealer Letter with a timely message 
for you will appear on this page—in each issue. 

















GET OFF THE 


1S SHOOTING 





QUICK /, JUNIOR /- 
BULLSEYE , THAT MAN 


KLEANBORE HI-SPEED. 225! 


A LETTER FROM 
AN OLD TIMER 
“About forty years ago I pur- 





shot cartridges and used the 
last one the other day. Can 
you send me some more?” 

So runs a letter we recently 
received from a Pennsylvania 
shooter. The cartridge was 
obsolete, but we managed to 
rustle up a couple of hun- 
dred for him. 

We don’t know how big a 
quantity this shooter bought 












noting that that 40-year-old 
Remington ammunition func- 
tions after all these years. 
Incidentally, our mail is full 
of interesting and unusual 
letters from shooters. In the 


about one of the most skillful 
(or luckiest . . . we’re not 
sure which) shots we’ve ever 
heard of. 








“Nitro Express,’" “Shur Shot," 
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“‘Kleanbore,”’ ‘‘Hi-Speed"’ and ‘‘Gamemaster’’ are Reg. U 


chased a quantity of your’ 


next Dealer Letter we’ll tell | 


40 years ago, but it’s worth | 


8S. Pat. Off. by Remington Arms Co., Inc., 


POWER ... where 
you want it! 








“Muzzle energy” is a techni- 
cal term that means little to 
the man or boy who’s hunting 
small game and pests with a 
.22. What he wants is power 
at the point of impact. 

That’s just what he gets 
when he shoots Kleanbore Hi- 
Speed .22’s. They smack game 
with more power at 100 yards 
than ordinary .22’s develop at 
the muzzle! 

Their great velocity makes 
Kleanbore Hi-Speed .22’s 
travel faster, farther, straight- 
er. They’re accurate and 
powerful up to 300 yards, 100 
yards farther than ordinary 
.22’s. “Kleanbore” Hi-Speed 
.22’c are built like big game 
cartridges with solid brass 


cases—strong, to hold the 
extra power. No wonder 
they sell so fast! 

* 


Any Deer Hunting 
Out Your Way? 
If there is, you’ve got a good 
market for the Remington 
Model 141 Gamemaster slide 
action high power rifle 
shown here. This sleek 
gun is the fastest 
manually operated 
high power rifle made. 
The slide action works 
with the left hand, not 
the right. That means 
there’s no chance for 
the gun to be pulled 
away from the shoot- 
er’s cheek when the 
action is operated. 
The solid breech is 
more than just a 
safety feature. It 
also means_ that 
there’s nothing mov- 
ing back toward the 
shooter’s eye when the 
action is operated, 
forcing the shooter 
to move his head 
and disturb his 
aim. 




















Bridgeport, Conn. 


Dolls are featured 
in this Christmas 
gift window. All of 
the items are pri- 
ced while a large 
showcard tells of 
the lay-away plan. 


L.. E than 1500 


lay-away sales, in amounts from 
50 cents to over $45, resulted from 
early advance promotion of toy 
business on the part of Gilbert J. 
Miller Hardware Co., Mount Oli- 
ver, Pittsburgh, Pa. This is just 
part of the total Christmas busi- 
ness that makes this store one of 
the outstanding toy distributors in 
its section of the state. Mount Oli- 
ver is a suburban community of 
Pittsburgh with slightly over 7000 
population. 

It is apparent that Mr. Miller 
knows how to go about building 
and maintaining advance business 
at Christmas time, especially in the 
face of some of the keenest com- 
petition from department store in 
downtown Pittsburgh just five 
miles away. 

“An early start is one of the 
most valuable assets in promoting 
lay-a-way sales,” said Mr. Miller. 
“Our lay-away plan is announced 
the middle of October when we 
make our first showing of dolls. 
This merchandise is shown very 
early, for this is one line that 
people like to purchase well in ad- 
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vance so they will be sure to get 
just the item to fill the specific 
need. A letter is sent at this time 
to all customers who used the plan 
the previous year. A complete out- 
line of the rules governing this 
plan are presented. All are urged 
to select toys early and especially 
the dolls. 

“By making an early start we 
identfy our store as toy headquar- 
ters for the community. We can 
start our toy promotions earlier 
than downtown stores, which is 
one factor favorable to us. A toy 
catalog showing our complete 
stock of toys is also mailed with 
the letter on the lay-away plan. 
As soon as this material reaches 
former customers we begin to no- 
tice shoppers in the store looking 
at Christmas merchandise.” 

The lay-away plan used by this 
progressive store is not compli- 
cated. Individuals may select the 
toys to be held under the plan, pay 
a deposit on the sale, and the 
goods will be held until one week 
before Christmas, or longer if in 
the meantime the entire purchase 
is paid for in full. Many custom- 
ers want this merchandise deliv- 
ered at the very last minute and 
this is done where patrons have 
paid for the goods in full or have 
established charge accounts. A 
great many customers select 
Christmas presents well in ad- 
vance, deposit a sum of money 
and then pay for the goods a little 
at a time. When the holiday sea- 








Top—A portion of the lay-aways 
in the second floor warehouse. 


Center left — Toy dish sets are 
displayed on this canopy over 
the major appliances’ section. 


Center right — Dolls are shown 
in October in this sidewall 
display to the right of the 
entrance. The fence restrains 
youngsters’ itching fingers. 
Bottom—Wheeled goods are built 
up high in this sidewall case. 
A large showcard describes the 


virtues of the lay-away plan. 
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son arrives most of these people 
have completely paid for their 
Christmas merchandise. 

When a lay-away sale is made, 
a triplicate sales slip is made out 
on the regular machine. The cus- 
tomer’s complete name and ad- 
dress are secured, merchandise 
listed with prices and sale to- 
taled. The amount deposited is 
then entered on the slip and de- 
ducted from the sale total thus 
giving the amount due. The cus- 
tomer receives one copy, a second 
copy is fastened to the package 
after it is securely wrapped and 
the third slip is retained in the 
office. 

Lay-away packages of this type 
are then removed to a special sec- 
ond floor warehouse devoted 
entirely to this merchandise. Pack- 
ages are placed in different sec- 
tions of the space so any custom- 
ers merchandise can be located 
with the minimum amount of 
trouble. Often times customers will 
select other gift items to be added 
to those already being held. 


A Good Impression 


“This lay-away plan which is 
several years old made a good im- 
pression among our customers 
from the very start,” said Mr. 
Miller. “They find it one of the 
most convenient ways in which to 
do the shopping at this time of 
year. It practically eliminates any 
possibility of children discovering 
gifts in advance and adds greatly 
to the pleasures of the giver as 
well as the receiver. 

“About the middle of November 
another letter and toy catalog is 
mailed to all customers of the 
store. The lay-away plan is ex- 
plained in this letter and other in- 
formation is given regarding our 
toy stocks. By this time our com- 
plete stock of toys is on display 
and we are ready to devote almost 
our entire time to this business. 

“Windows are changed every 
week from this point on. Large 
show cards in each window tell of 
this convenient way to shop at 
Christmas time. We believe in 
plainly pricing every item in the 
windows as well as in the store. 
All windows are full of show cards 
and we are convinced that this in- 


38 





From Top to Bottom: 


Gift-wrapping materials as well 

as decorations for the home are 

featured in this glass fronted case 
at the front of the store. 


Mass displays of all items are 

featured on tables. Sample sets 

are opened then wrapped with 
Cellophane for protection. 


Popular - priced electrical items 
are shown on tables while those 
of better quality are featured in 
sidewall cases. Note the use of 
the streamers on the tables. 


creases the effectiveness of win- 
dows as good selling mediums.” 

The interior of the store is com- 
pletely changed for the holiday 
season. Canopy tops for showing 
additional merchandise are con- 
structed over all tables in the store. 
These special tops are even built 
above major appliance displays. A 
large sidewall space at the very 
front of the store is devoted exclu- 
sively to dolls. At many places 
throughout the store, large show 
cards tell of the lay-away plan 
and stress its many advantages. 

“We carry a most extensive 
stock of games, toys, wheeled 
goods, gift merchandise and elec- 
tric trains,” said Mr. Miller. “Cus- 
tomers tell us that we have one of 
the finest selections in the commu- 
nity and we are continually trying 
to keep this stock interesting. 
Many lines carried the year ’round 
are increased for this season. Ma- 
jor appliances are shown and pro- 
moted at this time of year and we 
develop considerable business on 
these lines. 


Contents Visible 


“One set of all games, mechani- 
cal sets, trains and other boxed 
toys is opened and a Cellophane 
cover placed over the merchandise 
and securely fastened to the box. 
This enables customers to see the 
entire contents of the box and dis- 
courages unnecessary handling. 
Children hesitate to break this cov- 
ering so refrain from playing with 
the items shown. This sample box 
is placed on top of the surplus 
stock. As sales are made one of 
the unopened boxes below is re- 
moved. Customers are better 
pleased, the merchandise is shown 
better, and we have less incom- 
plete sets at the end of the period. 

“Ample display space is essen- 
tial in selling and developing the 
toy business. Customers like to 
shop and examine goods of this 
type. We try to help them in se- 
lecting merchandise by arranging 
various types of toys, games and 
educational sets all together. Show 
cards are used profusely through- 
out the entire store. Displays must 
be continually changed and rear- 
ranged as that stock is sold. Tables 
must always look well filled if cus- 
tomer interest is to be maintained.” 
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and a big CHRISTMAS PEAK 


Kit (No. PTK1) 
contains: 


Leader Nail Ham- 
mer, L 81, 1 Ib.; 4” 
Alloy Steel Screw 
iver; All Work 
File; 6" Slip Joint 
Pliers; Friction 
Tape; Compart- 
ments for Nails, 
Screws, etc. 
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‘ AT last a small kit of 
quality tools to sell at a popular price 
.-.-$1.98!...right in the Christmas Gift 
price range for men and boys. The 
quality tools alone are good value at 
$1.98 and the Kit itself with its con- 
venient identified compartments for 
screws, fuses, washers, etc. is extra value. 

Light, compact, complete...the new 
“airplane luggage” Plumb Tool Kit 
contains all the tools needed for 99% of 


common jobs around the house—minor 
electric repairs, sticking drawers, etc. 

You will find this popular priced 
Tool Kit a practical year round gift 
item. And at Christmas time it will 
help you get a bigger share of seasonal 
sales and profits. 

A colorful window-counter display 
card comes packed in each case of 6 
Tool Kits,—makes an inviting mass 
display. Order from your jobber. 














Courtesy, The Record 
Argus, Greenville, Pa. 


The night parade is 
shown above, the day 
parade at the right. 


Greenville, Pa., a 





Town of 8,500 Plays Host 
to 20,000 in One Evening 


4 
WENTY thousand people 


were attracted, in one evening, to 
the business section of Greenville. 
Pa., during the 1939  pre-Christ- 
mas shopping season, as the re 
sult of a promotion of the Green- 
ville Business Men’s Association. 
This is an outstanding achieve- 
ment for a town of 8500 popula- 
tion. Two hardware dealers played 
a very important part in staging 
the activity. F. W. Reagle, who is 
president of the Greenville Busi- 
ness Men’s Association, and H. D. 
Whieldon, is a member of the 


10 


Two hardware dealers active in 


community's bid for pre-holiday 
traffic. Parades are featured 


board of directors of that organ- 
ization. 

Working with a budget of $500, 
a committee appointed by Mr. 
Reagle, and headed by Melvin A. 
Blair, business manager, The Rec- 
ord-Argus, started the community’s 
bid for Christmas season traffic 
and sales with a real bang. Says 


Mr. Blair, “Despite the well-re- 
membered, unseasonal weather 
which preceded Christmas, 1939, 
the holiday sales in Greenville 
stores were far above the average 
increase for other cities in the 
Western Pennsylvania area.” 
The Christmas parade idea is 
not a new one, Greenville mer- 
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HOW TO CASH IN ON THE 
biggest Amas hbvedinug 
IN DAZEY HISTORY! 


BIG 2-COLOR HALF-PAGE ADS 
IN ESQUIRE AND LIFE TO 
HELP EVERY DEALER SELL 
MORE DAZEYS AS GIFTS! 


@ It’s easy to get your share of the special sales created 
by Dazey’s smashing Christmas advertising. Simply 
feature Dazey Kitchen Helps as gifts. Your customers 
will want these timely gift items . . . especially the 
DeLuxe Chrome Can Opener, and the Chrome Triple 
Ice Crusher. New type nut-cracker is also a popular 
holiday seller. Tie in now by featuring Dazey Kitchen 
Helps in your store. Suggest Dazeys. You'll sell one... 
or up to a set of five at $13.70. 


CASH IN ON THESE ADS WITH 
THIS DAZEY DEMONSTRATOR 
and ...New Xmas Topper FREE! 


Extra sales are made when this modern Dazey 
a een Demonstrator is prominently displayed. It 
Deluxe Model in shows the complete line . . . lets your cus- 
Sparkling Gift Package tomers demonstrate Dazey Kitchen Helps 
For Christmas giv- themselves! Color- 
DAZEY DeLuse\ ful Xmas display 
po ans sec he chro: card (Topper) fits 


mium surface. I over top of Demon- 
comesin bright, spe 
cially designed strator. 


silver-foil box 
The two to 
WRITE TODAY 
play that's sure on how to get your 
to increase gift : ’ 
poten stand if you don’t 
have one. If you 
have a stand but 
are not getting 


26.000,000 ¥ bp ig ‘*toppers’’ from 
3 - } time to time, write 
READERS . , ; and tell us. 


7 8c T O 


DAZEY Can Openers DAZEY Super Juicer. $1.89* . DAZEY Nut Cracker $1.69* 
DeLuxe (as above) $1.79* Reguiar 
Senior ..$1.49* Junior ...78* Chrome 
*Minimum Retail Prices Slightly Higher West of Rockies 


DAZEY CHURN & MFG. CoO. = ST. LOUIS, MO. 
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chants, however, sponsored two 
that had a decidedly unique slant. 
as good will and publicity builders. 
A number of costumes of comic 
and mythical characters were 
rented for the parade. The girls 
and boys who wore the costumes 
were selected in popularity con- 
tests which were held in 16 high 
schools in Greenville and the sur- 
rounding territory. The seven 
dwarfs of “Snow White and the 
Seven Dwarfs” were chosen by 
the principals of elementary 
schools. Adults were selected to 
wear Santa Claus and Donald 
Duck costumes. 

The featured parade was a night 
affair. However, in order to give 
children a preview, a costume par- 
ade was held in the morning. The 
evening parade was illumined by 
red flares carried by Boy Scouts 
while the special holiday street 
lighting was turned on for the first 
time. Bands were included in the 
parade. The lighting and decora- 
tive materials were paid for by 
members of the merchants’ organ- 
ization. The only published an- 
nouncement of the event was a 
full page ad in the Record-Argus, 
which issued a special edition the 
day before the parade. People 
were told all about the coming 
event and a map was printed show- 
ing special free parking facilities 
which were available for that day. 
This full-page advertisement, 
which told of the local parking 
facilities and praised the shopping 
facilities in Greenville, said, in 
part: 

“For Your Profit—When you 
see what Greenville merchants are 
showing this year, you'll agree that 
there has never been a better dis- 
play of gift values in your recol- 
lection. Everything under the sun 
can be found here this year. Stores 
are bulging with new, fresh and 
different items. Never before have 
the various stores taken such a 
metropolitan appearance. 

“And when you compare prices 
you will agree that Greenville mer- 
chants have lived up to the pledge 
they made last October when they 
told you ‘Prices May Be Up in 
Some Places— But Not in Green- 
ville.’ ” 

Both the Reagle and Whieldon 
stores advertised their Christmas 
offerings from time to time. An 
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advertisement for the Reagle store. 
invited youngsters to “Come to 
Santa’s filling station. Visit our 
toy department today! Come to 
look and our prices and variety 
will make you want to stay to buy. 
We have everything from the 
smallest stocking stuffer to big toys 
that you will want to buy now and 
have us store for you until just 
before Christmas. But no matter 
what you have in mind for your 
youngsters, get here today while 
our stock is still large.” 

H. D. Whieldon, who is presi- 
dent of the Pennsylvania and At- 
lantic Seaboard Hardware Asso- 
ciation, says, of his store’s Christ- 
mas activities, “In our store at 
Christmas time we feature toys on 
our open top tables and in show 
windows. We also try to have a 
good assortment of wheel goods. 
sleds, skates, skis and other winter 
items. We emphasize the fact that 
our store is a place to buy ‘gifts 
of utility’ which bring lasting sat- 
isfaction and service. We use the 





newspaper for our Christmas ad- 
vertising. . . . It has helped our 
Christmas volume to work a lay- 
away plan whereby gifts are kept 
for a small deposit and delivered 
on Christmas Eve if desired.” 

While it is not uncommon for 
merchants in various sections of 
the country to hold special Christ- 
mas shopping events, the Green- 
ville merchant’s group, which rep- 
resents about 85 per cent of the 
total number of merchants in the 
community, also conducts promo- 
tions the year round ranging from 
spring and autumn openings to 
dollar days. Of the other activities 
of the merchants’ association, Mr. 
Whieldon says, “Our association 
has been very helpful in protecting 
members against questionable do- 
nations, advertising rackets, etc. 
Anyone attempting to promote a 
community sale or advertising 
stunt must present an approval 
from the board of directors. This 
has been helpful in eliminating 
out of town solicitors.” 





Children’s Song Festival 
Opens Their Season 


(Continued from page 23) 


ters they were forwarded to them 
as a courtesy on the part of the 
store. This type of cooperation 
makes giving a more personal af- 
fair and assures greater satisfac- 
tion for all concerned. 

“We usually crrange for Santa 
Claus to visit the store again be- 
fore the end of the Christmas sea- 
son. This always interests the chil- 
dren and brings a large number to 
the store,” said Mrs. Reutepohler. 

“Toy sales increased 33 per cent 
this year over the previous vol- 
ume. The business seems to get 
better every year and much of the 
credit for this must go to the type 
of opening program which we use. 
Sales of wheeled goods represent 
approximately 25 per cent of the 
total, and 75 per cent of the vol- 
ume is in small toys. Minimum 
prices on small toys are 25 and 50 
cents.” 

More than 200. lay-away items 
are handled each year. These are 
usually selected quite early in the 
season and a small deposit paid. 
Customers are urged to make se- 


lections early so as not to be dis- 
appointed. 

“Through careful buying each 
year, we are able to reduce our in- 
ventory on toys purchased espe- 
cially for the Christmas season to 
$40 to $50,” said Harvey Reute- 
pohler, owner of the business. “In 
doing this we eliminate one of the 
chief disadvantages to Christmas 
toy business. Our source of supply 
on toys is nearby so we can fill in 
our stock right up to the last 
minute.” 

Toys are displayed on large five 
shelf racks set up in the center of 
the store during this period. A 
large floor space is used for 
wheeled goods and other large 
toys. Dolls of all kinds are shown 
in a large showcase. Windows are 
decorated profusely with cut out 
cardboard winter scenes, most of 
which are developed by Mrs. 
Reutepohler. These cardboard 
pieces are fastened to the bases of 
the windows with Scotch tape. 
White crepe paper icicles are used 
along the top of the window. 
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A MUST” ror EVERY CHRISTMAS STOCK 


ercury has set the pace during 1940. The thousands that 
are now in neighborhood use have created a demand for 
thousands more. Be prepared to get your share this Christmas. 








4 Because Mercury Bicycles have been the sales 
sensation of 1940, we honestly believe that you 
cannot afford to be without them this Christmas. 
Since their introduction last spring, Mercury 
Bicycles have demonstrated remarkable profit 
potentialities on sales floors all over the country. 
And they have proved their merit in the volume 


FIRST IN 






FIRST IN 





market, in competition with virtually every other 
make in every part of the counfry. 

They are truly America's most beautiful bicycles, 
yet their prices will surprise and please you. The 
extra salability of the Mercuty Line represents a 
real opportunity-to-step-up your Christmas profits. 
Write new for complete catalog and price list. 


THE MURRAY OHIO MANUFACTURING CO., CLEVELAND, OHIO 
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led goods, toys an 
on featured in 
this gift goods display. 


Gift Catalog Aided 
Xmas Plans of Parents 


The Sewell Hardware Co., of 
Tuscaloosa, Ala., found it B 
Y sending out 2500 


helped sales and aided the copies of a colorful catalog listing 
; , more than 300 toy and gift goods, 
fir ms contro l le d b uy in g the Sewell Hardware Co., Tusca- 
loosa, Ala., succeeded in attracting 
people in the community to see 
their toy stock first. Catalogs were 
distributed by mail and by mes- 
senger and were also given to cus- 
tomers in the store. This consti- 
tuted the bulk of the store’s Christ- 
mas advertising and it was the 
most effective ever done by the 
firm. 
“At Christmas time, the hard- 
ware dealer wants to use some pro- 
motional medium effective enough 


Toys and gifts were 
arranged on tables 
at the front of the 
store while bulkier 
items were displayed 
upon the floor. ” 
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to prevent the army of toy and gift 


shoppers from overlooking his 
store,” said Joe Sewell, president. 


“People seem to go to the 5 and 
10’s whether these concerns adver- 
lise or not. Department stores, 
however, use a number of promo- 
tional mediums to bring shoppers 
to the store. 

“In an endeavor to meet this 
competition, we decided to dis- 
tribute a toy catalog that would be 
unusual and which would have a 
fairly long advertising life. The 
catalogs were secured from our 
jobber and cooperating manufac- 
turers at a cost of 3 cents each. 

“The catalog’s greatest advan- 
tage was that it went into the 
homes of selected families where 
both parents and children would 
have an opportunity to examine it 
completely. Toys and gift items 
of interest could be decided upon 
in advance. Descriptions and 
prices on all items were listed and 
only those selling for more than 
As a result, 


25 cents were shown. 


ECORATION © of 


streets during the pre-holiday 


business 


season in ‘Moorhead, Minn., has 
for many years stimulated business 
and brought about the observance 
of the Christmas holidays by more 
merchants. This activity is spon- 
sored by the Moorhead Retail 
Merchants Association, and mer- 
chants pay the cost of the promo- 
tion in the form of assessments 
based upon the size of the store. 


Balsam and ropings, 


spruce 


& 
a 
"aale 
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many shoppers asked to see spe- 
cific articles when they came to 
the store. If customers know what 
they want, the time required to 
make a sale is shortened mate- 
rially. This is very valuable dur- 
ing the holiday rush. 

“Some customers, after looking 
at an item, decide they do not 
want it. In these cases it is up to 
our sales force to suggest some- 
The catalog accom- 
plishes its purpose if it brings the 


thing else. 


prospect into the store. 

“Another advantage of the cata- 
log is that it encourages controlled 
buying by the dealer. We build 
up our stock according to the 
items listed in the catalog primar- 
ily, and are not tempted to pick 
up every novelty we see.” 

Catalogs were distributed the 
last week in November and Christ- 
mas windows were installed at the 
This earlier opening, 
no doubt, was responsible in part 
for the large increase in Christ- 


same time. 


mas business. 





Street Decorations and Music Stimulate Business 





spruce trees, wreaths and multi- 
colored lights are used over and 
along the streets in the business 
section. At the principal street in- 
tersection, a great tall community 
spruce tree is visible for many 
blocks. It is decorated with hun- 
dreds of lights. 

Recently, appropriate Christmas 
carols are played throughout the 
business section during the holli- 
days. The volume is toned down 
so music is heard in soft, muted 





People come from miles around to trade and shop in this brightly 
lighted and decorated business section of Moorehead, Minn. 





This year toy selections were re- 
stricted to items selling for more 
than 25 cents with the result that 
carryover stocks were practically 
eliminated. From this experience 
it seems much wiser for the hard- 
ware store to concentrate on the 
better toys which carry 
profit and give better service. A 
balanced stock for the various age 
groups was secured by a more 
careful selection when ordering. 
Best sellers were wheeled goods, 
mechanical toys, electric trains, 
toy furniture, dolls and education- 
al games. 

“It always seems to me _ that 
Christmas shopping is just one 
grand grab bag,” said Mr. Sewell. 
“In the last minute rush, custom- 
ers get something, but whether it 
was the thing they wanted is a 
question. Anything the merchant 
can do to direct and simplify this 
shopping will be helpful to all con- 
cerned. We feel that our gift cata- 
log accomplished this purpose and 
we will use it again.” 


more 





intersections. 


tones at 10 street 
Four loud speakers are used at 
each intersection and are connected 
with a central point where the re- 
cordings are played. 

People of all ages like the 
Christmas music and go about 
their shopping humming or sing- 
ing with the music. Many people 
come from miles around to hear 
the music and view the lights and 
decorations of this progressive 
community. 
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HIS year more people than ever will spend their Christmas dollars 
for practical gifts. Surveys tell us so. So do letters from merchants 
and reports of our own vast selling staff. That’s why—for the third 
straight year—General Electric repeats its famous Christmas theme: 


FOR THE PRACTICAL PERSON 

WITH A SENTIMENTAL SIDE 
and backs it up with the greatest triple-action Christmas promotion 
we have thus far produced. Read the outline below of the contents 
of the new “101” Book and supplementary pieces. It’s just a pre- 
view of stupendous things to come. Get your request in early. 


ALL THIS—AND MORE, TOO, IN G-E’S 
TRIPLE-ACTION CHRISTMAS SALES MAKER 


MATS of complete ads ready for 
insertion in your local paper. 


PAGES AND PAGES of captions and 


copy ideas for your ad writers. 


ADVERTISING SUGGESTIONS created 


to appeal to the rural market. 


STREAMERS, tags, counter displays, 
gift-wrapping ideas. 


IT’S GOING TO BE ANOTHER PRACTICAL CHRISTMAS 
say the famous radio team of Kent & Johnson! 


We doubt if you 
have ever heard the 
equal of the. fifty 
catchy one-minute 
“words-and-music” 
commercials written 
exclusively for G-E 
by radio's most 
sought after team. 
Ask your distributor about them 


.., and plan to use them twice. [= = So eee ee ee ee oe ee eee 
General Electric Co. 

Appliance & Merchandise Dept. 
Bridgeport, Conn. 


a-day on your local station. The 
smoothest way to tell the “Prac- 
tical-Sentimental” Christmas 
story! 


I want a copy of the big triple-action G-E Christmas 


PRACTICAL WINDOW DISPLAY ideas you 


can easily build yourself. 


PRE-TESTED MERCHANDISING ideas to 
use from now through Dec. 24. 


SELLING SENTENCES to help every mem- 
ber of your sales staff. 


ENVELOPE STUFFERS, folders, fliers, 
broadsides, letterheads, postcards. 


IMPORTANT to members of the 
Retail Development League 


“When Christmas Comes’... the story of 
the complete General Electric Christmas 
program will be presented by members of 
the Bridgeport Headquarters staff to some 
300 RDL chapters from Coast to Coast, be- 
ginning October 21st. Check with your 
istributor for the date of this very impor- 
tant presentation in your territory. 


promotion as soon as possible. 


) ELECTRIC 


Store Name 
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Clusters of small golden 
bells, fastened to the han- 
dle of a refrigerator with 
red and green knitting 
yarn, produce a Christ- 
mas touch. Also good 
on ranges and roasters 


Holiday Gilt 


NE large New York depart- 
ment store makes a small ad- 
ditional charge for specially wrapped 
gift packages. The hardware dealer 
could follow in its footsteps to ad- 














Fuzzy red and green knitting 
yarn is effective for tying 
up smaller appliances Gold 
bells make a good addition 





=m 








A washer, range or 
a refrigerator is dif- 
ficult to disguise 
but a big Christmas 
card attached to a 
large red bow helps 
to a great degree 


7 Mr 
Bhice Mondoyt 





Sprinkle a handful of silver 
stars of various sizes over 
the top of a coffee maker 
which has been wrapped with 
a dark blue tissue paper. 


vantage. For instance, he could 
make a 25-cent charge to wrap a 
package in red Cellophane, white 
satin ribbon and green holly. A 
15-cent charge could be made for 
a gift-wrapped package and a sprig 


Twisted strands of red and 
green yarn, stars and a large 
sticker improve the appear- 
ance of this white package. 

















Scotch tape comes in various 
widths and colors and is very 
effective to use in tying up 
smaller appliance packages. 


—Illustrations courtesy General Eiectric Co. 


























Tacking a large holly wreath 
on the crate that encases a 
large appliance adds a touch 
of needed holiday atmosphere. 


rapipiig 


of mistletoe or a 10-cent charge for 
the addition of small golden bells. 
Chas. N. Brown & Sons, San Fran- 
cisco hardware dealers, have done 
this to advantage. Why can’t you? 


Bunched, vari-colored sippettes 
can be used in pompom form on 
many occasions. They are very 
good for medium-sized packages 


Sprigs of mistletoe 
give a sentimental 
touch toa package. 
Use either the real 
article or an imi- 
tation—whichever is 
easiest to obtain. 





Se te te Fe ORK KOTOR PPI IID IIA A AA AAAI AIA AAAI A AAAI ASIA AISI II AISI SII IAI IIA OK IH 


48 


HARDWARE AGE 











Set of Tools 
A BRAND NEW Selling IDEA 


“with the greatest appeal in the world” 
and to Women in the Hardware Store! 


Not only the outstandingly NEW attraction of this GIFT SEASON ... with special 
CHRISTMAS identity included in each package removable later) ... but also a YEAR- 
ROUND selling idea with SURE appeal to every gift buyer ( especially attracting 
women to your store). 

“Mother's Own” Set of Tools includes — at NO EXTRA COST TO YOU, — 
COMPLETE, planned display and sales-creating features . .. removable Christmas Gift 
identity . . . special Window or Counter Display Card in each box . . . package of 
20 attractive two-tone, direct mail sales- producing postcards ready for your mailing 
and advertising mat (with each 4 unit order). 

The “Mother's Own” container itself, printed in two-tone blue and silver, 
is one of the year’s most attractive display items for counter or window. 

Contents: — Lady's Hammer, Slip Joint Plier, Scratch Awl, Carpenter's 
Pincer, Snip, Screw Drivers, Carton of Assorted Household Nails and Carton of 
Assorted Screws — 10 Numbers. 

Forged Steel, attractive finish, highly polished, Blue & Ivory Handles . . . 
Tools are Guaranteed . . . Packed in two-tone Blue & Silver Container. 


ASK YOUR JOBBER 

















THE PECK, STOW s WILCOX COMPANY - Since 1785 - Southington, Connecticut, U.S.A. 
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HE A. E. Ewing Co. 
solves the problem of extra display 
space for the countless number of 
Christmas items by building a 
store within a store during the hol- 
iday season. The firm is located 
in Olean, N. Y., a city of approxi- 
mately 22,000 people situated in 
the southwestern part of the state. 

“Toy sales for the 1939 season 
were more than double the vol- 
ume of the previous year,” said 
J. E. Ewing, manager. “Several 
things are responsible for this re- 
sult. Our toy stock was well se- 
lected and complete and it was na- 
tionally advertised. Radio spot an- 
nouncements, newspapers and di- 
rect mail catalogs were used to 
acquaint customers with this mer- 
chandise. Interior displays were 
excellent and the store itself looked 
entirely different due to the build- 
ing of the toy store within the reg- 
ular fixtures. All of these factors 
contributed to the very successful 
Christmas season.” 

In changing the store’s appear- 
ance, temporary backgrounds 8 
and 9 ft. high were attached to the 
sides of the display tables in front 
of the regular fixtures. These 

































A. E. Ewing Co., Olean, N.Y., uses an 
effective and unusual method for 
solving the problem of obtaining 
extra space for Christmas goods 


tables were moved closer to the fix- 
tures in order to give more room 
in the center of the store, still leav- 
ing an aisle wide enough for sales- 
people to secure regular stock 
from the sidewall fixtures. This 
background was continued in sec- 
tions down both sides. Each sec- 
tion was as long as two or three 
tables. Aisles to the stocks behind 
were allowed for at several points. 

One background decoration car- 
ried out the idea of Snow White 
and the Seven Dwarfs. Several 
shelves were also attached to this 


background upon which dolls, 


teddy bears and other stuffed ani- 
mals were shown. Another back- 
ground featured a large poster on 
electric trains and train sets of 
many types were shown on the 
shelves and tables below it. Small 
wheeled toys were displayed on 
several shelves attached to a back- 
ground decorated with Christmas 
paper portraying a Santa Claus 
workshop. A special Hall of Sci- 
ence background was used to call 
attention to the display of mechan- 
ical construction sets. 

All special backgrounds com- 
pletely hid the regular sidewall 


fixtures from view. Customers en- 
tering the store seemingly came 
into an entirely different store 
one devoted to Christmas mer- 
chandise of all types. By remov- 
ing the hardware store an entirely 
new atmosphere was created in 
which the bright toys, games and 
gift goods received full attention. 
“All displays in the store were 
arranged to make shopping easy 
for the customer,” said Mr. Ewing. 
“Different toys for children of dif- 
ferent ages are carried and are ar- 
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Top left—Every electric train model can be demonstrated. An attractive train poster is used for a background 
and realistic sound effects are supplied by means of a record and speaker. Top right—Snow White and the 
Seven Dwarfs over shelves attached to tables make a background for the display of dolls and stuffed toys. 
Lower left—Metal toys are shown against this attractive Christmas background which is in front of the 
regular sidewall fixtures. Lower right—A temporary table for sewing sets holds Pinocchio figures. 
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ranged in groups in the store. 
Other toys are grouped by types. 
For example, mechanical and edu- 
cational toys such as_ building. 
chemical or electrical sets, are all 
shown together. All trains and ex- 
tra accessories for this merchan- 
dise are shown in one place. Most 
of this equipment can be demon- 
strated on a model railroad dis- 
play. The walking or action toys 
are shown on tables in the center. 
A treadway operated by an electri- 
cal motor makes it possible to 
demonstrate any of the toys in ac- 
tion. We often start this up and 
place several of the noisy action 
toys on the demonstrator just to 
attract attention to this merchan- 
dise. In almost every instance, 
several sales result. 

“Dolls of all types and doll ac- 
cessories are located about the 





middle of the store. Gift goods are 
shown at the front of the store and 
a special Christmas background is 
used for this merchandise. All 
wheeled goods, such as wagons, 
tricycles, bicycles and doll cabs, 
are shown in the basement. A 
large sign above the basement en- 
trance directs customers’ attention 
to the other toys and gifts shown 
on this floor.” 


Displays Changed 


Regular merchandise is removed 
from most of the display tables in 
the store and toy displays are in- 
stalled. Mass displays of merchan- 
dise are constructed wherever this 
is possible. Boxes of games are 
stacked high on these tables. In a 
few cases, supplementary tops are 
built over the regular merchandise 





Left—An electrically-operated treadway over the stairs demonstrates 
pull toys. Center—This rack increases the display space in the basement 
gift department. Right—Tree decorations are featured in this spot dis- 
play, many of them on the canopy. A spotlight illuminates the display. 
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on tables. This is done where the 
goods shown cannot be moved 
easily. 

Tables, posts and fixtures are 
decorated freely with seasonal cor- 
rugated display board. Special 
displays are built around many of 
the posts. 

“Toys and gifts goods are pro- 
moted intensively during the holi- 
day season,” said Mr. Ewing. 
“More than 10,000 Famous Fun 
Family toy catalogs are mailed to 
residents in our trading territory. 
Many mail orders for toys are re- 
ceived every day from the com- 
pany sponsoring this group of 
toys. These orders come to the 
sponsoring company as a result of 
the national advertising on these 
lines. 

“We start showing toys in the 
windows about the middle of No- 
vember and use one or more win- 
dows to feature them from that 
time on. The unusual toys are fea- 
tured more frequently in the win- 
dows as they attract attention. We 
purchase a few full size figures of 
well known characters, such as 
Pinocchio, or a large stuffed mon- 
key or teddy bears just for display 
purposes. These attract the small 
children immediately. Many sales 
on these items resulted from this 
stunt. Toys of this type sell for as 
high as $25. 


Radio Announcements 


“During the holiday season ra- 
dio spot announcements are used 
before and after the news broad- 
casts which occur three times every 
day. Our advertising department 
prepares the script for these an- 
nouncements. Radio advertising is 
very effective and it is used to 
some extent the year ‘round. 

“Newspaper advertising is used 
extensively during the holiday pe- 
riod. The first advertisement of 
toys and other Christmas goods 
usually appears the last week in 
November. Full-page advertise- 
ments are used much of the time. 
Other lines besides toys and gift 
goods share in this promotion. Ma- 
jor appliances, for example, are in 
considerable demand during this 
time of year and they are also fea- 
tured as gift goods in advertising 
and in windows.” 
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As a member of the Decorative Electric Light- 
ing Guild of America, Royal is sponsoring the 
greatest program ever released to sell Christ- 
mas Decorative Lighting to the people of 
America. Look at the details of this program; 
think what it is going to do for Christmas 
Lighting in your community! Then check to 
be sure you have on hand the largest stock of 
Royal Tree Sets, Candle Sets and Accessories 
you’ve ever had. You'll sell every one! 


“LIBERTY” MAGAZINE sit carry at 


least five pages of advertising —two of them in full 
color—devoted to Christmas Lighting during 
December. In addition, “LIBERTY” will emphasize 
Christmas Lighting in articles of its own. 


3 NATIONAL RADIO programs witt 


pound away on Christmas Lighting in December. 
These include The General Electric “Hour Of 
Charm,” the Westinghouse “Cavalcade of America” 
and LIBERTY’S Gabriel Heatter, news interpreter. 


NEWSPAPER ADS in key cities witt be 


released by “LIBERTY” as‘part of their effort to 
make this America’s Brightest Christmas. Thou- 
sands will be stimulated to the purchase of new or 
additional decorative lighting sets. 


Surely, all this activity will mean the greatest 
Christmas for jobbers and dealers who sell 
ROYAL Sets! They're quality-built, carefully 
inspected, smartly packaged, widely advertised ! 
Stock Royal for profits! Write for Catalog! 


ROYAL 


ELECTRIC COMPANY, Inc. 


98 Grand Ave., Pawtucket, R. I. 





Gift suggestions 
from the house- 
wares department 
are shown before 
a holiday back- 
ground that at- 
tracts passersby. 





$20,000 in Toy Sales in 








Mickey Mouse decorations serve as a background for dolls 
while the showcard suggests the use of the lay-away plan. 
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 —_ designed, 


aggressive merchandising plan 
sold $20,000 of toys for Douglas 
Hardware Co., Janesville, Wis., 
during the month of December. 
The entire second floor of this 
large store, located in a city of 
22.000 population, is devoted to 
toys of all descriptions. The stock 
was so unusual that parents from 
20 and 30 miles around brought 
their children in to see the many 
items. 

The most important part of this 
firm’s Christmas merchandising 
program is the toy catalog. More 
than 5000 well-illustrated book- 
lets are distributed to city and 
country districts about the middle 
of November. Children are de- 
lighted with this interesting cata- 
log and many parents also ask for 
additional copies at the store be- 
cause the one originally received 
has become so badly worn. 

Radio is used very effectively 
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in promoting the toy business at 
this time of year. A 15-minute 
program each day except Sunday 
was used for the first three weeks 
of December. The program was 
scheduled later in the afternoon 
over the local station WCLO. Tal- 
ent for the program came from 
local choirs and singing groups 
which were invited to appear and 
present a program of Christmas 
music over the air. A general in- 
vitation was issued with the re- 
quest that groups desiring to par- 
ticipate should notify the store. 
People throughout the entire 
trading area were interested in 
hearing friends taking part in this 
program. 

Commercial announcements of 
the program were confined to 
mention of the Douglas Hardware 
Co. as the sponsor. It was planned 
more as a good will feature. but 


Right — Silver bell decorations 
adorn this table showing gift wrap- 
pings, artificial flowers and glass- 
ware. The sign points to toys on 
the second floor. Below — Mass 
displays are on the ends of many 
tables in the toy department. 
Lighting fixture decorations are 
silver stars and red and green rop- 
ings. Lower right—10-in. shelves 
provide additional display space 
along the back of the tables. 
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it reminded people of the store 
indirectly. 

Christmas music was broadcast 
into the street each day during the 
holidays over a sound amplifying 


system which made use of records. 
This program was presented be- 
tween the hours of four and five 
each afternoon. It reminded peo- 
ple of the season and helped to 





Aggressive campaign including 


catalog, booklets, radio, music, 


and displays used by Douglas 
Hardware Co., Janesville, Wis. 














a Community of 22,000 


imbue them with the holiday 
spirit. This music was modified 
in tone so that it seemed to be 
floating in the air. It was not used 
to attract people to the store. 

Toys were featured in all win- 
dows. Displays were animated 
wherever possible in order to se- 
cure and hold attention. In a few 
of the windows, other gift goods, 
such as electrical appliances, were 
shown in displays also showing 
toys. These displays were changed 
from time to time. 

“An important source of toy 
business is the local factories,” 
said Malcolm 
“These companies are all contact- 
ed and many of them give parties 
for the children of their workers 
at which toys and candy are dis- 
tributed. Much of this business 
comes to the store because we go 
out after it and make the proper 
contacts. Orders from $60.00 to 
more than $500.00 have been se- 
cured from these firms at various 
times.” 

Special services of value to cus- 
tomers in doing Christmas shop- 
ping are featured by the store. 
Among these the lay-away plan 


Douglas, owner. 


Pickett’s Makes Regular Lines Gifts 


featured in these displays at this 
time. 

Merchandise displayed in the 
shadow boxes is also gift wrapped 
in order to carry out the holiday 
idea. Much of the merchandise 
sold as utility gifts is also dis- 
played on the tables in gift wrap- 
pings. Gift items of the type of 
merchandise displayed in the fix- 
ture are featured in the shadow 
boxes on top of it. For example, 
sporting goods are shown in the 
shadow boxes above the sporting 
goods department, while  glass- 
ware is featured in the box above 
the glassware display. 


Window Displays 


Window displays are trimmed 
with holiday backgrounds and 
carry out the suggestion of gift 
merchandise. These windows are 
changed several times during the 
holiday season. 

The store and windows are 
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is used by the greatest numbet. 

“We promote the use of our 
lay-away plan,” said Mr. Doug- 
las, “for we want to get customers 
into the store as early as possible 
and urge them to make their toy 
selections at this time, for we 
know if they will do this the cus- 
tomers will be better satisfied and 
we will get more business. De- 
posits are small under this plan. 
Triplicate sales tickets are used 
for lay-away purchases. The cus- 
tomer receives one copy, another 
goes to the office, and the tripli- 
cate is attached to the merchan- 
dise. These slips show the amount 
of the total purchase, deposit, and 
the balance due. All lay-aways 
are held in a separate room on the 
third floor.” 

Although a wide assortment of 
toys are carried, it is necessary 
occasionally to place special or- 
ders for toys for some customer. 
Some of these people depend upon 
Mr. Douglas to suggest just the 
right toy for the particular situ- 
ation. This is one of his special- 
ties and such personal service is 
greatly appreciated. 

Mrs. Malcolm Douglas is an 


(Continued from page 23) 
trimmed with Christmas goods 
following the Thanksgiving holi- 
day. From this time until the 


auchority on toys and brings con- 
siderable publicity to the company 
by means of her lectures on edu- 
cational toys before groups of 
parents and school teachers. She 
assists Mr. Douglas in the selec- 
tion of items for various age 
groups and in merchandising this 
goods in the store at Christmas 
time. 

Striking decorations play a 
large part in creating the proper 
atmosphere for all Christmas mer- 
chandise in the store. Red and 
green paper poinsettias and silver 
bells were used throughout the 
toy department as _ decorative 
pieces. Merchandise displays were 
located so as to stimulate custom- 
ers to visit all parts of the store. 
There were educational, mass, and 
price displays, as well as arrange- 
ments that permitted the demon- 
stration of the toys, as in the cases 
of electric trains. 

Other gift goods from the 
housewares, sporting goods, and 
other departments were arranged 
on the first floor of the store. 
Major appliances were featured as 
gift goods with considerable suc- 


cess. 


at Christmas 


Christmas season is over the regu: 
lar merchandise of the store is 
featured as utility gift items. 





A large mass display of sleds occupies floor space before the 
fixture. Gold goods are in both the fixture and shadow boxes. 
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Zogats I 6 THERE'S A GIFT for every man and 
- boy in the complete line of Stanley Tool 
a Chests. And each one represents a real 
(6 profit opportunity for you. You make 
5 a worthwhile sale right now. And you 
ar hal create a tool customer who will come 


back to you again and again as his 
needs increase. 


REAL SALES HELP in the attractive, 


8-page rotogravure folder ‘Give Him 


A Hobby” available to you for mailing. 
Order Stanley Tool Chests from your 
jobber now. 





' Me 













No. 088 (shown) 11 Tools in color- 
ful cardboard box $3.98 retail |No. 881A (shown) 10 Tools in blue 4 
metal box $4.98 retail] No. 876 (shown) 21 Tools in metal 

hest with d liner, $11.90 retail 
No. 884 15 Tools in colorful card- |No. 880A 15 Tools in blue metal] © Y°°° $ a 
board box $4.98 retail | box $6.98 retail | am 








No. 861 (shown) 





31 Tools in|j 4 *e 

No. 904 (shown) 12 Tools in sturdy |strongly constructed hardwood |" o 
oak cabinet . un $15.50 retail | cabinet $35.00 retail] No. 850 (shown) 48 Tools in oak 
cabinet with roll-up front and 


No. 903 17 Tools in sturdy oak onl STAN LEY = drawer $88.00 retail 


chest $20.00 retail Prices slightly bigher No. 851 33 Tools, oak cabinet, roll- 
west of Missouri River up front and drawer, $65.00 retail 


Onder from Your foster RL RAL: 


NEW BRITAIN, CONN. 
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Ween a well 


known Fifth Avenue, New York, 
department store in 1938 devoted 
several of its Christmas windows 
to building good will, instead of 
for featuring Christmas merchan- 
dise, many passersby were delight- 
ed. While the management of that 
store had presumably intended that 
the windows be used for non-com- 
mercial displays for but a short 
time, they made such a hit with 
the public that the idea was re- 
peated last year. Newspapers and 
magazines all over the country 
showed pictures of the windows 
and commented on the firm’s 
good taste. These windows were 
filled with “snow” and constantly 


>) 


Effective lighting 
attracted attention 
to this effective 
picturization of the 
first Christmas. 





The Three Wise Men, mounted on camels, travel 
across an oriental background toward The Star. 


Non-Commercial Windows 


Build Christmas Good Will 


J.B. Reed & Son, Inc., Millerton, 
N.Y., attracts favorable comment 
as result of Biblical displays 


swaying golden bells were suspend- 
ed as though in a belfry. A pub- 
lic address broadcast the sound of 
chimes. 

While it is not unusual for inde- 
pendent merchants to use _ real 
Christmas spirit in their windows, 
such manifestations of the Yule- 
tide spirit are usually 
panied with displays of giftwares 
and thus have a definite commer- 
cial aspect. The hardware store 
operated by J. B. Reed & Son, Inc., 
Millerton, N. Y., a town of about 
1000 population, has for the past 


accom- 








three Christmas seasons devoted 
window displays to scenes from 
the biblical story of the birth of 
Christ. Biblical scene windows 
have been installed in the Reed 
store as a good will message to 
people of Millerton and _ vicinity 
but they have also created good 
will that actually resulted in in- 
creased business for the store. 
Clark H. Denison says, “For the 
last three years I have designed 
and painted the Christmas scenes 
which this community has begun 
(Continued on page 103) 
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promoting display that’s the smash hit of the industry! 


Get behind this dramatic merchandising program, now, and make 1940 
your biggest and best clock year! General Electric clock prices start at $2.95 
retail. There’s a wholesaler near you who can fill your requirements promptly. 


If you do not know his name, write us. 


GENERAL ELECTRIC CO., ELECTRIC CLOCK SECTION, BRIDGEPORT, CONN. Model 7H-116. Retail, Brown, 


ANNAPOLIS A _ onautically styled alarm DOMESTIC A brilliantly designed metal- RAPTURE A brilliant occasional clock, 
clock. Ship’s-wheel design. Tan plastic case. cased kitchen clock. Available in following featuring twin disks of transparent plas- 
Gold-colored spokes, star decoration and colors: Ivory, Green, White, Red. Decorative tic. Available with blue or pink disks. 
hands. Model 7H-124. Retail, $6.95. Chrome bars. Model 2H-10. Retail, $4.95. Model 3H-160. Retail, $9.95. 





a No, sir! You couldn’t pick a better time than right now to lay in a suppl 
Ei of General Electric Clocks. In the first place, Christmas—the best cloc 
ge season of all—is just ahead! And in the second place, right now General 
Electric offers you the hottest setup in the electric clock business—22 bril- 
liant new models—a barrage of national magazine advertising—and a sales- 
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ORDERLY Neatly designed alarm 
of walnut-brown or ivory plastic. 









$3.50; Ivory, $3.95. 


(reso wenawes ceerins ino Tancx a) One Miwate Late 
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THE G-E “JEWEL TRAY” CLOCK DISPLAY 


Durably constructed and finely finished * Com- 
pletely covered with genuine velveteen * Only 24 
inches wide * Kitchen Clock panel may be 
* removed if desired * G-E clock features and 
selling suggestions printed on back of display. 
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A G-E clock advertisement in every issue, right through the 
Christmas season *% Each issue read by upwards of 10,000,- 
000 persons * A tremendous selling force that is certain to 
stimulate General Electric Clock sales. 
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Attractive displays 
of toys are on many 
tables. A customer 
has a wide assort- 
ment from which to 
choose. Prices range 
from 25 cents up. 





Major Appliance Salesman 
Sells Small Gifts at Yuletide 


‘6 
[ \ NY hardware 


dealer who neglects to have his 
outside appliance salesman go 
after gift business on toys, small 
appliances and other gift goods 
during the holiday season is miss- 
ing a real merchandising oppor- 
tunity.” So says J. C. Larson, pro- 
prietor of the Vinton Hardware 
Co., Omaha, Neb., one of the city’s 
most successful neighborhood 
stores. 

“There’s nothing else in the 
world as effective as personal con- 
tact work when it comes to creating 
gift business,” Mr. Larson con- 
tinues. “Not that we discount the 
value of general advertising—for 
we don’t. Throughout the holiday 
season, we make a constant appeal 
for new business through a variety 
of general mediums. 

“But the best business we have 
comes from old customers and is 
cultivated primarily through per- 
sonal contact work. When you 
make a personal call on an old cus- 
tomer early in the season and tell 
her about your varied gift lines. 


60 


The Vinton Hardware Co., Omaha, 
Neb., cashes in on the personal 
contact angle at holiday time 


you have a chance of getting a 
large percentage of her gift busi- 
ness—not just one or two items 
which she would normally think of 
as coming from the hardware 
store.” 

Like many other hardware deal- 
ers today, Mr. Larson has a year 
*round outside appliance man who 
during the year devotes his full 
time to outside follow-ups on appli- 
ance leads. Since that man is given 
a substantial drawing account plus 
a 10 per cent commission on all 
major appliances sold, he can well 
afford to take the time for personal 
contact work on minor lines during 
the holiday season—particularly 
as these contacts often lead to gift 
sales of major appliances. 

Shortly after the middle of No- 
vember, the appliance salesman 





goes through the records and com- 
piles a complete list of the com- 
panys major appliance owners 
and charge account customers. 

During the call, he sizes up the 
family’s gift needs right down the 
line and also compiles data for 
later follow-up on other major 
appliances. If there are children in 
the family, he points out the fact 
that his store is carrying a com- 
plete line of Christmas toys and 
wheel goods. If he gets a chance 
to talk to the man of the house, he 
will likely suggest an additional 
major appliance as the ideal gift 
for the wife. If the woman is the 
type who would require gifts for a 
good many women friends, he 
stresses the Christmas stock of 
small appliances and china and 
glassware. 
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THE NEW DELUXE GIFT BOX 


7 





BY ay 


Kh th 
% 
~~ ee 


% 


Bs 



























A gift that’s ultra-practical, ultra-modern, ultra-smart 
- in its arresting coral, grey and white box. A can 
opener with exclusive features that enable it to do 
its job as no other opener can. Functionally de- 
signed and handsomely finished. In every way a 
@ Here is one of NuTone’s Five Best Sellers for the 
Fall and Holiday season — the “Mt. Vernon” — genuine 


Colonial hammered brass two door chime. It sells for 
only $4.95. Other Best Sellers from $1.95 to $7.95! 


@ Each of these “Best Selling” Chimes selected for 
volume sales returns. There’s no room for “slow mov- 
ers” in NuTone’s Streamlined Best Seller Campaign. 


happy gift-idea—for the giver, the recipient and you! 


_ - 


AN OPENER 
BEST BY INDEPENDENT LABORATORY TESTS 


@ National advertising in the country’s top magazines 
will bring plenty of NuTone Chime customers into your 





HERE'S YOUR “DIFFERENT Seal Bes) 
Christmas Feature! “ye SS | S 
COMBINING = Se | on 
EVERY POSSIBLE GIFT APPEAL sO sie 


” store. 

: Deluxe Model @ Colorful, eye-catching display board featuring the 
ig iil arccatanel Five Best Sellers is ready for you. It deserves a swell 
* $345 spot in your store. 

e ; ; . 

i. : (West of Rockies, $3.55) @ Your local jobber will carry ample stocks of NuTone 
4 Heavy chromium- Best Sellers. You'll lose no business through lack of 

” ; plated —a lifetime fin- adequate stock. 

or a : : 

n 4 a Ce ae @ You can do 70% of your annual chime volume dur- 

me r vory,red, green. ing the months of October, November and December. 

. f ; ’ , Order your Best Seller Display at once —tie in with 

n- Twenty proven selling points, with five exclusive NuTone’s big Fall national advertising campaign. 

id features for you to headline. Five-year guarantee: 

- aie is ; : , , , 

; B Also in standard aluminum finish, to retail at $1.80 More retailers in the United States Advertise and 

e ’ . 
al (west of Rockies, $1.90). Write today for new Promote NuTone Chimes than all other makes 
° sc! 
ft : Smoothcut merchandising offer and promotion plan. combined. There must be a reason. There is! 
ne . >> 
a Reni | 7 
r | NuTone Chimes, Inc. 
of tHe REGINA corporation, Rahway, N. J. CINCINNATI, OHIO 
id 1150 Broadway IW claetal late iki cael ta 837 Traction Ave 
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U. S. Santa poster to be used 
with the U. S. Santa panel. / 
Silk screen processed in 10 | 
colors in halftone on heavy 
Comura paper, two sizes—30 
by 40 in. at $1.50 and 18 by 
24 in. at 85 cents. 












U. S. Santa Comura design is 
silk screen processed in seven 
colors on 80-lb. offset paper. 
Size 45 by 90 in. cost $2.75. 
Available in vertical sections 15 
by 90 in. at $1.25 each and 30 
by 90 in. at $2.00 each. 










Christmas 


A new way of instilling 
in toy departments 












use and are inexpensive. Panels 
are processed in oil colors on 
heavy, durable, white Comura spe- 


A NEW, colorful ma- 


terial, Comura (commercial mu- 








An arrangement for a wall table 


with step-up top. U. S. Santa 
Comura panels, costing approxi- 
mately $4.25, used in this display. 





rals) decorations, ,will interest re- 
tail hardware dealers who want to 
use something different for Christ- 
mas windows and store interiors 
in 1940. 

Comura decorations are easy to 


7: 


Mural decorations in 
attractive colors at 
nominal cost. A mod- 
ern, cheerful spirit of 
Christmas display for 
a small department. 





cial stock, and are 45 in. wide and 
90 in. long. The design is worked 
out so that the panel can be cut 
into three strips 15 in. wide by 90 
in. long with the design running 
vertically. Or the panel can be cut 
across the sheet to secure six strips 
15 in. wide by 45 in. long with the 
design running horizontally. It is 
also possible to cut the entire 
panel into squares 15 in. by 15 in. 
and to use each block as an indi- 
vidual decoration to fit almost any 
space. 

Three Comura designs, “U. S. 
Santa,” “Santa’s Toy Parade” and 
“Night Before Christmas,” are 
available to hardware dealers. Two 
of these are illustrated in this ar- 
ticle. There is also an attractive 
poster to be used with each of the 
panel designs. It can be had in 
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“The Night Before Christ- 
mas” poster is used with 
panel at right. It is also silk 
screen processed in 10 col- 
ors in halftone on a heavy 
Comura paper. Two sizes— 
30 by 40 in. at $1.50 and 18 
by 24 in. at 85 cents. 



















the Yuletide atmosphere 
and window displays 


ling 
ents 


' two sizes, 30 in. by 40 in. and 18 
: in. by 24 in. Posters are made on 
the same heavy Comura paper, silk 
screen processed in 10 rich oil 
colors. The posters can be used as 
the center theme in window dis- 
| plays, or as a part of the decora- 
tion in other places throughout the 
store. 

It’s easy to use Comura decora- 
tions. Beautiful trim effects can be 
obtained with cellulose tape, avail- 
able in clear and opaque colors, 





: simply by mounting on edge of 
4 Comura and on framework, col- 
umns, walls or fixtures. Tape will 


not disfigure furniture or fixtures 
in any manner. It can be easily 
removed at end of season and 
Comura rolled up and stored for 
future use. 

Ordinary wallpaper paste can 
also be used to mount Comura dec- 
orations. Simply apply like wall- 
paper on heavy cardboard or wall- 
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“Night Before Christmas” de- 

sign. The immortal poem is dra- 

matically portrayed on a panel, 

silk screen processed in seven 

colors on 80-lb. offset paper. In 

only one size 45 by 90 in at a 
cost of $3.50. 


Decorations 


board and mount sections in place 
on walls, columns ledges, etc. It 
can be applied directly to tempo- 
rarily constructed booths, counters 
or fixtures. Comuras are also eas- 
ily and quickly mounted to wall- 
board, cardboard or 1 in. by 2 in. 


Os tied 


* * 


U. S. Santa Comura 
in an overhead dec- 


oration for _ booth 
formed by battery of 
display tables. Pan- 


els cut in sections to 
fit space as shown. 
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Countef treatment for Santa Toy 
Parade panel in 15-in. squares 
and applied with tack gun, thumb 
tacks or paste upon the apron. 
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framework with tack gun, tacks or 
thumb tacks. 

Strips of Comura panels may be 
used on the glass of the window or 
worked into the background de- 
sign. Window fixtures 
with this material also help make 
the display more effective. The 
Comura poster if used as a center 
piece in window background will 
increase the eye-appeal of the en- 
tire display. 

Comura panels have many ap- 
plications inside the store. They 
can be used along the walls above 
the fixtures either in solid strips 
or broken into blocks. The Comura 
poster should be placed between 
the strips or blocks. 

In many hardware stores, the top 
of the fixtures are used for display 
during most of the year. At Christ- 
mas time, Comura decorations can 
be mounted on cardboards or wall- 
board panels and used either as a 
background for these merchandise 
displays or simply used as a deco- 
ration between the displays. It has 
many applications on posts in the 
store, especially if the posts are 
fairly large. 

Attractive display booths with 
Comura blocks or strips worked 
into the overhead decorations are 
possible. The pedestals or modern- 


covered 
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To get maximum 
results from a 
window display. 
One or two of 
the 45 by 90 in. 
Comuras and a 
poster give this 
effect. 


A large aisle 
table trimmed 
with two “Night 
Before Christ- 
mas” panels cut 
into sections to 
fit the space. 


istic display fixtures used on the 
tables can be covered. Even the 
base of the table can be made a 
part of the complete display by 


A medium-sized 
toy department 
has a_ colorful 
appeal and the 
decorations for 
it cost less than’ 
would a good 
paint job. 


Only one “Night 
Before Christ- 
mas” panel and 
one poster are 
used for this 
window. The cost 
was about $5. 


using this attention compelling 
display material. Several sugges- 
tions for decorating tables are 
shown in the illustrations in this 
section. 

Comura decorations can be used 
on almost any type of fixtures be- 
cause of the type of paper on 
which they are printed. It will go 
on round, square or any other 
shape fixtures or display devices. 
No matter where the hardware 
dealer may want to use these deco- 
rations some plan for their use 
can be developed. 

The three Comura panels and 
poster designs are being sponsored 
by the Toy Manufacturers of the 
U.S. A., Inc., trade association of 
the toy manufacturing industry, 
200 Fifth Avenue, New York, 


N. Y., for promoting toys in 1940. 
The association retained W. L. 
Stensgaard & Associates, Inc., 346 
N. Justine Avenue, Chicago, IIl.. 
specialists in sales promotion and 


display, to design, produce and 
distribute _ this Hard- 
ware dealers may secure a folder 
in full color showing all of the 


material. 


Comura designs by writing either 
of the above companies. 
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I get it! What dol do now...? 
ps * Nix, Mr. Buyer, it’s gospel! National Order a flock of Bissells, and give them a good break 
t~<~ surveys prove Bissells to be one of in your Christmas merchandising. Customers prac- 

your most popular gift items! tically yank Bissells off the rack when they have a 
ay good display! And that—in addition to Bissell’s gen- 
So Bissells oughta go pretty hot erous profit and topnotch return per sq. ft. of floor 
at Christmas, eh? space—makes it just plain horse-sense to give Bissells 


That’s the idea! Because Bissell’s fine, regular gift a good spot at Christmas... doesn’t it... ? 
business of ‘‘one out of every six” actually triples at Okay... but hey! What's the rush? 


Sa-a-ay ... what is this, a gag? 











Christmas! That’s why we feature Bissells as Christ- Gotta get to the toy department pronto! Gotta tell 
mas gifts nationally in the foremost women’s maga- them how swell toy Bissells sell at Christmas time! 
zines—/ocally in widespread roto campaigns! BISSELL CARPET SWEEPER CO., GRAND RAPIDS, MICHIGAN 













* THE 
PRIZE 
GIFT * 















ACT FAST FOR 
QUICK PROFITS! 








for 

JUNIOR, | * 
DAD and 
GRANDPA 










Feature Handee—the original tool of its 
type, the favorite in industry and today’s 
leading hobby tool. More Handees in 
use than all other makes combined, be- 
cause of precision performance, unequaled 
smoothness and safe speed. 










Our extensive national advertising sends 
buyers to you. This attractive Demon- 
strator on your counter will sell them a 
Handee and then you have year-around 
customers for accessories. 





















Standard Model $10.75 with 3 Accessories. 
De Luxe Model $18.50 with 6 Accessories. 
Ultra de Luxe Set (De Luxe Handee and 
45 most popular Accessories in metal carry- 
ing case) $25.00. 


Selp Pedlagall a1 wo sven com 


Unique... unusual... thrifty gifts that every _sifters... egg beaters... mecktie racks... 
homemaker wants are now included in flower pot trays...are now colorfully 
Androck’s big Holiday Packaging Program. wrapped in Christmas dress to speed sales 
Fast-moving bowl and beater sets ... nut —AT NO EXTRA COST! Harry — get 



























Demonstrator requires only 2 sq. ft. of 
space. Send for yours today, also Special 















a, and full information on Accessory meat choppers ... onion choppers... flour _ full details from your jobber today! 
0 iter ase. 
Suseaed WHens & USS. 60. THE WASHBURN COMPANY ANDROCK 






Makers of Quality Products for 40 Years Rockford, Ill. ¢« Worcester, Mass. a a 


1101 W. Monroe St. Dept. HA Chicago, III. 
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rice Groups Ai Shoppers 


\ RRANGING | toys 


in price groups on tables saves 
time for many Christmas shop- 
pers at the store of Dotterer & 
Becker, Inc., Syracuse, N. Y. “So 
many people wait until the last 
minute to select gifts.” says Mrs. 
Emil E. Evertz, one of the owners, 
“and then a certain sum of money 
is so often the determining factor 
in selecting the type of gift, that 
we have found it pays to group 
as much of our Christmas mer- 
chandise as we can into popular 
price divisions. A last minute 
shopper with a dollar to spend for 
a gift visits the several dollar gift 
tables and is thus able to select 
the item which will be most ap- 
propriate. Many of these people 
also look at the merchandise 
shown on the lower priced tables. 
Grouping merchandise in _ this 
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manner does simplify last minute 
shopping and helps us wait on 
more customers.” 
All merchandise 
grouped in this manner but most 
of the toys, tree decorations and 
many gift items can be displayed 
in this fashion. This fact is borne 
in mind when toys or other Christ- 
mas merchandise are purchased. 
Retail prices on some items may 
have to be increased and others 
reduced slightly in order to bring 


cannot be 


this about, but these adjustments 
serve to balance off each other. 
This idea of arranging gift 
goods in price groups was tested 
carefully with new sets of Chinese 
checkers in several price ranges. 
Sets were first all shown on one 
table. Then they were scattered 
with other gift merchandise on 
group price tables. It was found 
that many more of the sets were 
sold when shown with other mer- 
chandise in the same price range. 


a 


Dotterer & Becker, Inc., 
Syracuse, N. Y., arranges 
holiday goods to help 
last minute customers. 
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You're “missing a bet” unless you display this 
special 30-piece assortment of handsome, spark- 
ling, polished chrome gifts to catch the holiday 
shopper’s eye. Each item a tested, proven seller 
—each a gift of everyday utility. Entire assort- 
ment, including attractively colored easel display 
card, packed in one shipping container — all 
ready for you to display and sell. There’s a 
generous profit for you in each piece—and you 
buy this complete, ready-to-sell assortment of 
“sure-fire” gifts at a price that will surprise you. 


YOUR JOBBER KNOWS ALL 
ABOUT THIS OFFER--_44 him! 


Right now—put this assortment on your “want” list. Ask 
your jobber about it on his next visit—or, better still, 
*phone or write your jobber today. Delay means missed 
sales—lost profits. 


For complete information about this special assortment 
and Evercraft’s complete line of 

chrome gifts, send for new illustrated 

literature. 











' & EAST STREET ¢ FREDERICK, MD. 














They stop to look 


then come in to buy! 


What has more eye appeal than a window, or counter 
ablaze with illuminated holiday decorations? 


Christmas lighting has the friendly sentimental appeal 
which draws the crowd. This year why not give more 
space to NOMA lights? Not only will they sell them- 


selves, but they will also attract attention to your other 





merchandise. 


, ae i 
<a % 
eee 
23.3020575 


Indoor and outdoor light sets. Christmas bells ¢ 
Trees @ Candles @ Stars @ Tree stands @ Wreaths 
—From the greatest name in decorative lighting 


NOMA. 


Send for beautiful 32 page four color catalog. 
Chock-full of Christmas items that sell. 


Send for folder, or ask your jobber about the new NOMA elec- 


tric space heater. 


®IOQMA ELECTRIC CORP., 55 WEST 13th ST., N.Y.C. 





OCTOBER 17, 


1940 








Toys and games are arranged 
in price groups on tables 
wherever possible. Here is 
a display of 50-cent toys. 


People seem to have less difficulty 
in selecting a gift when the ques- 
tion is merely difference in items 
than when the price must also be 
considered. 

Christmas 
into 


merchandise is di- 
price 
50 and 98 cents. 


vided four 
namely, 10, 25, 


The major portion of the tables 


groups, 


in the store are used to show toys, 
games, Christmas tree decorations 
and gifts in these denominations. 
Large show cards are used to in- 
dicate the price of the merchan- 
dise shown on the tables. Several 
temporary tables are used in the 
store at this time of year to show 
dolls, mechanical toys and other 
higher priced items. Open floor 
space and platforms are used for 


displays of wheeled goods, doll 


cabs and sleds. 


aq 
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Below—Attractive displays of this 
type are arranged along the side- 
wall and are changed occasionally. 


“We rely entirely on attractive 
window displays to sell our Christ- 
mas merchandise,” said Mrs. 
Evertz. “Syracuse is a city of ap- 
proximately 250,000 population 
and we are located in a residential 
district on the north side. News- 
paper advertising is very costly, 
since we must pay for a lot of 
coverage that is of no value to us. 
Our windows are changed almost 
every week during the Christmas 
season. 

“As soon as the Thanksgiving 
holiday is past, toys and other gift 
goods are arrangéd on tables in 
the store. Window display of toys 
are installed at once. 

“Major appliances, and other 
housewares suitable as gifts are 
shown in the store and are also 


Christmas tree 
ornaments are 
featured on a 
number of the 
tables in the 
store’s center. 
Large games are 
shown below the 
tables. 


displayed in the windows. Many 
sales of stoves, refrigerators, and 
washing machines are made at this 
time of year. At least one window 
is devoted to toys and gift items 
for children all the time.” 

Christmas tree decorations occu- 
py several tables in the store. A 
wide variety of this merchandise 
is stocked, all of which is shown 
on tables according to _ price 
groups. These items are not dis- 
played on the same tables with 
toys or other gift items. 

Table displays of Christmas 
merchandise are built up quite 
high because of the large number 
of items which must be shown. 
Extra shelves along the backs of 
the tables provide additional space. 
Merchandise is shown in mass dis- 
plays where possible. 

Four salesladies are employed 
in the store the year ‘round and 
extra help is required to take care 
of the rush during the holiday 
season. Table displays have to be 
rearranged frequently during this 
period. Stocks of some items be- 
come exhausted and other goods 
must be added to the display in 
their place. This is a lot of work 
but attractive displays sell more 
merchandise and thus Christmas 
merchandise stocks are reduced to 
a minimum. 
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OIN the parade of dealers who are selling the farmer’s favorite fence— 

U-S-S American. American’s leadership is proof that it’s the brand that 

farmers want—and you know that it is easier to sell a brand that customers 
know and like. 

American Fence has built a reputation for long life during its use for more 
than forty years on American farms. And we’re keeping the American Fence 
name out in front with advertising in farm magazines. Write us for displays, 
folders and other sales helps that you can use to tell farmers that you sell 
America’s favorite farm fence. 


AMERICAN STEEL & WIRE COMPANY 
Cleveland, Chicago and New York 
COLUMBIA STEEL COMPANY 
San Francisco 
TENNESSEE COAL, IRON & RAILROAD COMPANY 


Birmingham 
United States Steel Export Company, New York 


Other high-quality U-S-S American 
products include steel posts, barbed 
wire, nails, poultry fences and netting. 











“Architectural Hardware Consultant” 
Society Formed During 
N.C.H.A. Chicago Convention 


OINCIDENT with the seventh 

annual convention and exhibit 
of the National Contract Hardware 
Association, held at the Palmer 
House, Chicago, Ill., September 24 
to 26, 1940, the American Society of 
Architectural Hardware Consultants 
was organized. Membership, open 
only to individuals, will carry the 
privilege of using the letters “AHC,” 
meaning Architectural Hardware 
Consultant, after a member’s name. 
This society takes the place of the 
previously planned “Builders’ Hard- 
ware Engineer” group discussed at 
previous conventions. Although it 
will be a distinctly separate group 
from the N.C.H.A. which is for firm 
memberships, and will include man- 
ufacturers as well as distributors, it 
is likely that both organizations will 
hold their annual conventions at the 


Seventh annual convention and exhibit of National Contract 
Hardware Association features 40 displays by prominent 


manufacturers and well planned business sessions. 


Paul 


Easby-Smith succeeds Jos. R. Raymer as president. Howard 
MacCarthy heads newly formed American Society of Archi- 


tectural Hardware Consultants. 


Several speakers praise 


HARDWARE AGE text book “Taking the Mystery Out of 
Builders’ Hardware” 


same time and place as a matter of 
convenience to those who will be in- 
terested in both activities. 

Paul Easby-Smith, Washington, 
D. C., was elected president of the 
N.C.H.A. succeeding Jos. R. Raymer, 
St. Paul, Minn., who presided over 
the 1940 convention. Howard Mac- 
Carthy, Jr., Baltimore, Md., is the 
first president of the newly formed 
society. Other officers in both groups 
are listed elsewhere. 

During the convention several 
speakers heartily endorsed the new 


builders’ hardware textbook “Taking 
the Mystery Out of Hardware,” pub- 
lished by Harpware AGE and writ- 
ten by Adon H. Brownell. They 
urged all builders’ hardware men, 
architects and architectural schools 
to make complete use of this book 
which was on display at this con- 
vention for the first time. 

President Raymer opened the con- 
vention Tuesday afternoon telling of 
the improved conditions found cur- 
rently in the builders’ hardware field 
and of the better harmony existing 








Left to right: front row—F. J. FitzGerald, Barber & Ross, Washington, D. C.; B. D. Straughan, B. D. Straug- 
han Hdwe. Co., Minneapolis, Minn.; retiring second vice-president, Robert A. Culp, The Stambaugh-Thompson 
Co., Youngstown, Ohio, who becomes a director; Jno. Worner, Jno. Worner & Son, Inc., New Orleans, La.; 
W. E. Huffaker, W. E. Huffaker Co., San Antonio, Texas, and Edward G. Hertle, Van Dervoort Hardware 
Co., Lansing, Mich. Rear row—Treasurer Wm. H. Haase, Richards & Conover Hardware Co., Kansas City, 
Mo.; newiy elected president, Paul Easby-Smith, Builders’ Hardware Corp., Washington, D. C.; second vice- 
president, C E. Figgins, Hendrie & Bolthoff Mfg. & Supply Co., Denver, Colo.; Carl J. Prinzler, Vonnegut 
Hardware Co., Indianapolis, Ind.; retiring president, Jos. R. Raymer. Ravmer Hardware Co., St. Paul, Minn.; 
executive-secretary, J. Harold Dumbell, Pittsburgh, Pa. 
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BRIGGS & STRATTON GASOLINE MOTORS. AVAILABLE 
IN A WIDE RANGE OF TYPES AND POWER OUTPUT 


ODERN machines and equipment demand power are specified by more manufacturers—are found ona 
equally as modern. Be sure of such power — _—_ greater variety of equipment—than any other make. 
choose Briggs & Stratton air-cooled gasoline motors There is tangible extra value in machines, tools and 


— soundly designed, ruggedly 
built, and capable of the kind of 
performance that builds the repu- 
tation of manufacturer and dealer. 


Their dependability, economy, easy 
starting and trouble-free operation 
under all conditions of service have 
made them famous as preferred 
power—Briggs & Stratton motors 


WR GASOLINE 
>. motors 7 
> “a bs 
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appliances equipped with power 
that's preferred for all home, farm 
and industrial applications. 


Look to Briggs & Stratton—the best 
known name in small gasoline mo- 
tors for every field—every purpose. 


BRIGGS & STRATTON Corp. 
MILWAUKEE, WISCONSIN, U. S. A. 















N.C.H.A. CONVENTION SPEAKERS 





1—Carl A. Erickson; 2—Jos. R. Raymer; 3—I. J. Fairchild; 4#—Howard 
MacCarthy, Jr.; 5—John H. Freeman; 6—M. E. Wyckoff; 7—Thomas S. 


Holden; 8—J. Harold Dumbell. 


today between various factors which 
comprise the industry. He said in 
part: 

“When we met in July, 1934, we 
had a small discouraged group of 
men. We were in a serious depres- 
sion—building had fallen off and all 
indications pointed to a further re- 
duction in construction work. Con- 
struction work amounted to about 
14 per cent in 1935. 

“We were discouraged because we 
had discovered that the lock manu- 
facturers were making a practice of 
bidding direct to our customers on 
most of the important work. Com- 
petition among the lock manufac- 
turers also started a vicious practice 

that of the lock manufacturer 
including all of hardware required 
for the project, thereby taking the 
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full control of the job out of the dis- 
tributor’s hands. 

“The manufacturers not only sold 
their goods for less, but took on a 
very expensive part of contract work 
in addition—the servicing of the 
job. Because this had to be done 
at long range, the job suffered and 
the architect and the contractor had 
trouble coordinating the work. There 
had been a complete break-down in 
the contract hardware business and 
lock manufacturers and the dis- 
tributors were losing money each 
year. 

“T believe that jealousy and lack 
of leadership among the manufac- 
turers was the largest contributor 
to this condition. It appeared that 
in maintaining their share of the 
volume of contract hardware. they 











lost sight of their position with the 
distributors. I think that I can say 
now that the influence of the Na- 
tional Contract Hardware Associa- 
tion has changed this condition very 
materially, although it still exists in 
some districts. 

“There are two sides to this story; 
and in all fairness I think I should 
point out some of the faults of the 
distributor. As the construction work 
fell off, the distributors, in trying to 
maintain their position in their ter- 
ritory, reduced their basis of profit 
until the distributor profits fell to 
such a low level that losses occurred. 
Like the manufacturers, the dis- 
tributors became so jealous of their 
position that they lost all sense of 
balance. 

“It became a regular spiral and 
finally hit bottom—something had 
to be done about it! Our meeting at 
Chicago in July, 1934, was the first 
move. 

“Now we have reached the point 
with the National Contract Hardware 
Association where it is either a good 
thing for the industry, or it isn’t. 
I think that the majority of the lock 
manufacturers feel that it is a good 
thing for the industry. It is time 
for the distributors and the manu- 
facturers to join hands and put the 
contract hardware business on a fair 
and profitable basis. Men who are 
capable of handling complicated 
contract work should make a salary 
commensurate with the knowledge 
they must have to do the job. 

“Hardware clubs should be or- 
ganized in each territory by the 
distributors and the manufacturers 
where constructive meetings can be 
conducted each month for the pur- 
pose of educating the young men 
coming up in the business. For the 
past six or seven years, young men 
have been learning the contract hard- 
ware business under very adverse 
conditions. 

“In this year of 1940 there will 
be about 30 to 40 million dollars 
spent for finish hardware assuming 
that the average contract for hard- 
ware amounts to 1 per cent of the 
total cost of the projects. One quar- 
ter of 1 per cent added to this 1 
per cent would add from 8 to 10 
million dollars for the hardware 
business. Just figures, but, oh, how 
important! 

“We have started a_ Builders’ 
Institute in St. Paul. One hun- 
dred concerns interested in build- 
ing have banded together to conduct 
an advertising campaign to interest 
the general public in building new 
homes and remodeling the old ones. 
We are compiling a book to be sent 
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Looking 


for a 
Hardware 


Store ? 


HE place to find it is 

under the heading of 
Business Opportunities in 
the Classified Opportun- 
ities Section of the regular 
issues of Hardware Age. 


By watching the for-sale ads 
you'll be reasonably sure to 
secure a good paying busi- 
ness at a fair price or better 
still, let the trade know the 
kind of a store you are look- 
ing for. 
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Classified Opportunities Dept. 
100 East 42d Street 
New Yerk City 
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CHENEY 
SILVER KING 


The Pride 
of the Tool Chest 


SELL THE SILVER KING 
THE HAMMER THAT BUILDS 
PROFITABLE BUSINESS 


The Silver King, the truly fine, nail-hold- 
ing hammer has every feature mechanics 
have always looked for and wanted in a 
hammer. There is the tough, hickory han- 
dle, shaped for better balance, harder, 
more accurate, effortless drive. The 
streamlined, full polished head, with the 
extra long, handle protecting eye. The 
exclusive nail holding device. These are 
but a few of the features that make the 


Silver King a better hammer. 


16 ounce size only— 


retail price $1.50 ea. * 


Order a few dozen Silver Kings today and 
be sure and ask for the famous Cheney 
Sales Maker, the display that actually dem- 
onstrates the Silver King in your store. Build 
up your hammer business, with Silver Kings, 
the hammer thot helps your soles. 


HENRY CHENEY HAMMER CORP. 
Factory: Little Falls, N. Y. 
Sales Office: 302 Broadway, New York Bee 











A GROUP OF OFFICERS AND CHARTER MEMBERS OF THE AMERICAN SOCIETY OF 
ARCHITECTURAL HARDWARE CONSULTANTS 


Left to right; front row—Jno. Worner, Jno. Worner & Son., Inc., New Orleans, La.; Fred G. Hammer, Sar- 
gent & Co., New Haven, Conn.; Howard MacCarthy, Jr.,. MacCarthy Hardware, Baltimore, Md.; Joseph R. 
Raymer, Raymer Hardware Co., St. Paul, Minn.; Paul Easby-Smith, pres., Builders’ Hardware Corp., Wash- 
ington, D. C.; Herbert M. Gardner, Gardner Hardware Co., Minneapolis, Minn.; Robert A. Culp, The Stam- 
baugh-Thompson Co., Youngstown, Ohio; L. J. Frohmiller, pres., The J. B. Schroder Co., Cincinnati, Ohio. 
Rear row—S. S. King, Lawrence Bros., Sterling, Ill.; A. H. Bahn, Ratz Bros. Hardware Co., St. Louis, Mo.; 
C. E. Figgins, Hendrie & Bolthoff Mfg. & Supply Co., Denver, Colo.; Robert Wesche, Nehf Hardware & 
Electrical Co., Terre Haute, Ind.; John H. Freeman, Contract Hardware, Architects’ Bldg., Detroit, Mich.; 
J. W. Ratz, Ratz Bros. Hardware Ca., St. Louis, Mo.; Paul Patrick, H. A. Pleasants, Richmond, Va.; Edward 


G. Hertel, Sr., Lansing, Mich. 








to each inquiry. This book is to 
contain information that the owner 
should know before he starts work 
on his home. This book will con- 
tain an article on hardware, telling 
the owner to allow 2 per cent for 
finish hardware—2 per cent on $5000 
home, not including the lot, is $100. 
One hundred dollars will buy genu- 
ine brass or bronze hardware, except 
butts, and will put three (3) butts 
on each door. Steel hardware for 
this house would cost about $15 less. 
If the mortgage is for 20 years, at 
6 per cent, this $15 addition will 
cost the owner about 10 cents a 
month, if included in the mortgage. 
Approximately $3000 will be spent 
in newspaper advertising. The ads 
will appear on the building page 
each week for 52 weeks—the first 
two ads brought about 100 inquiries. 
“Men, if the manufacturers and 
the distributors would harness up 
the brains that they must have to 
be in this business to do a construc- 
tive job instead of trying to out- 
trick each other, the contract hard- 
ware business will be not only a 
pleasant one in which to be in, but 
a very profitable one.” 
Executive-secretary J. Harold 
Dumbell, Pittsburgh, Pa., reported 
on the year’s progress, telling of his 
recent trans-continental trip to or- 
ganize local builders’ hardware 
clubs; gain new members and added 
prestige for the NCHA. He re- 
ported 80 new members and told of 
the widespread enthusiasm he en- 
countered and of the general desire 
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of builders’ hardware men to collec- 
tively improve their lot. He also 
reported on the formation of several 
local groups who will, cooperate with 
the NCHA. 


Mr. Dumbell told of the associa- 


tion’s efforts to get the FHA to 
specify brass hardware instead of 
plated steel goods and how futile 
most of this effort had been to date. 
He called upon distributors and 
(Continued on page 89) 








OFFICERS AND DIRECTORS 
of the 
NATIONAL CONTRACT HARDWARE ASSOCIATION 
Elected at Chicago, Ill., September 26, 1940 


President 
Paul Easby-Smith, Builders’ Hardware Corp., Washington, D. C. 


' First Vice-President 
Raymond E. Foskett, Albany Hardware & Iron Co., Albany, N. Y. 


Second Vice-President 
C. E. Figgins, Hendrie & Bolthoff Mfg. & Supply Co., Denver, Colo. 


Secretary 
Jos. S. Hunt, Hardware & Supply Co., Akron, Ohio 


Treasurer 
Wm. H. Haase, Richards & Conover Hardware & Supply Co., Kansas City, Mo. 


Directors 
Ralph F. Barber, Chandler & Barber, Boston, Mass 
Robt. A. Culp, Stambaugh-Thompson Co., Youngstown, Ohio 
Arthur E. Eissrig, Joseph Woodwell Co., Pittsburgh, Pa. 
I. Stauffer Eshleman, Ostrander & Eshleman, New York, N. Y 
F. J. FitzGerald, Barber & Ross, Inc., Washington, D. C. 
Edw. G. Hertle, VanDervoort Hardware Co., Lansing, Mich 
William E. Huffaker, W. E. Huffaker, San Antonio, Texas 
B. Tom Jones, Tom Jones Hardware Co., Richmond, Va. 
J. M. Jones, Builders’ Hardware & Supply Co., Seattle, Wash 
V. F. Montgomery, Bennett-Montgomery Hardware Co., Los Angeles, Cal 
John P. Murta, Murta-Appleton Co., Philadelphia, Pa. 
Carl J. Prinzler, Vonnegut Hardware Co., Indianapolis, Ind 
J. W. Ratz, Ratz Bros. Hardware Co., St. Louis, Mo 
Jos. R. Raymer, Raymer Hardware Co., St. Paul, Minn 
B. D. Straughan, B. D. Straughan Hardware Co., Minneapolis, Minn 
L. E. Worland, Peaslee Gaulbert Corp., Louisville, Ky 
Jno. Worner, Jno. Worner & Son., Inc., New Orleans, La 
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Many a hardware store is the scene of a repeat performance when a 
customer says, “‘I want some more of those Bethlehem bolts—the 
ones with the red and white label.” 

Users have two good reasons for remembering Bethlehem Bolts— 
their consistently high quality, and the attractive, eye-catching 
labels on the cartons. Users can depend on clean-cut, smooth-fitting 
threads and snug and sure fit of wrenches on heads and nuts. And 
storekeepers can depend on having customers come back for more of 
these bolts. The Bethlehem line is a real builder of business. 


LOOK FOR THE “A” ON THE HEAD 


ASK YOUR DISTRIBUTOR ABOUT THIS 
ATTRACTIVELY PACKAGED LINE OF BOLTS 





Bethlehem Bolts are 
packaged in 
paper cartons in the 
following sizes: 


Machine 
and 
Carriage 


Lag 





V4,” up to 
#;” and 34” up to 
is”, 2” and /4” up to 








5” long 
5!/,” long 
3'/,” long 





4 ” 


5'/,” long 


4” 


long 


long 








Some longer bolts are packaged in paper 
with the same attractive label. 


BETHLEHEM STEEL COMPANY 


OCTOBER 17, 1940 








and Manufacturers 
Salesmen 





News of Retailers, Jobbers, 
and 








READ IT IN HARDWARE 


NEWS OF 








HARDWARE AGE FOR 





PASSAGE OF ASHURST BILL BARS PRISON-MADE 
BINDER TWINE FROM INTERSTATE COMMERCE 


Bill permits States to sell prison goods among ihem- 
selves provided they are for “use by any other 
State, or States, or political subdivisions thereof.” 


The removal of prison - made } 


binder twine from __ interstate 
commerce through Federal Gov- 

saat . on 
ernment legislation, Sept. 20, 


when the Senate passed Senate 
Bill 3550 and its accompanying 
Conference Report, is a “step in 
the right direction, the direction 
cf pretecting free American labor 
against the men who work in 
prisons,” according to Repre- 
sentative John M. Vorys of Ohio. 
Distributors and dealers in bind- 
er twine will welcome this news 
for no longer will this essential 
agricultural 
trade across State borders from 
State penitentiaries thereby en- 
tering into direct competition 
with twine manufacturers in com- 


| 
| 





On Sept. 11, the bill came 
back to the House with the Re- 
po't of the Conferees and ran 
egiinst further opposition. Re- 
commitment was urged but the 


fight for free labor was carried 
jon. After a move to recommit 
lost, 262 to 40 with 127 


| was 


| members not voting, the House 


commodity go into | 


mercial mills where high labor | 
standards maintain and _ recog- 


nized wage scales are in effect. 

The prison labor bill was in- 
troduced in the Senate by Sena- 
tor Henry F. Ashurst of Arizona 
and was passed as written. When 
the House came to consider the 
measure after introduction by 
Representative Hatton W. Sum- 
mers of Texas, opposition devel- 
oped and an amendment offered 
by Representative John G. Alex- 
ander of Minnesota, exempting 
binder twine and farm = ma- 
chinery, was accepted by the 
lower chamber. Thus, the revised 
Senate bill was passed but the 
change decreed that the bill go 
to Conference. 

After long discussion, the con- 
ferees, in an effort 
Senate and House 
dropped the “Minnesota Amend 
ment” and inserted into the bill 
one of their writing that 
upheld the original provision of 
the measure, but gave Federal or 
District of Columbia penal and 
correctional institutions the right 


own 


to reconcile | 
differences, | 


| tion of the competition of free 


to manufacture commodities for | 


use by the Federal Government 
or the District of Columbia, and 
permitted states to sell prison- 
between 


made _ products 


them- | 


selves provided such commodities | 


are for “use by any other State, 
or States, or political subdivi- 
sions thereof.” 
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|tributor of Crosley 


| Top Tables, 


accepted the Conference Report. 
In the long drawn-out Senate 

debate, the supporters of the | 
Conference Report made some il- 
luminating statements, some of 
which touched directly on the 
case of free labor versus convict 
labor and the place of both in 
the production of binder twine. 
Senator Bennett Champ Clark of 
Missouri stated that the principle 
involved in the bill “is the ques- 


labor against convict labor . . 


| we hear a great deal, first and 
| last, about protecting the Amer- 
| ican laboring man against unfair 


competition with pauper labor 
abroad, yet it is seriously urged 
on the Senate Floor that prod- 
ucts made by the most humiliat- 
ing form of pauper labor—which 
is labor in penitentiaries, un- 
limited as to hours, unlimited as 


BUHL & SONS APPOINTED 
CROSLEY DISTRIBUTOR 


Buhl & Sons Co., Detroit, 
Mich., has been appointed dis- 
products in 
Detroit, Robert I. Petrie, vice- 
president and general sales man- 
ager, The Crosley Corp., Cincin- 
nati, Ohio, announced recently. 

The merchandising of Crosley 
products of Buhl will be in 
charge of Jack Morey who has | 


had long experience in retail, | 
wholesale and factory sales of 
household appliances. 


HEADS SALES FOR 
MET-L-TOP TABLES 


Lloyd Mueller has been ap- | 
pointed sales manager of Met-L- | 
Inc., Milwaukee, 
Wis., manufacturer of metal iron- | 
ing tables. He was formerly sales | 


| terstate 


| work more 


to wages—be brought into com- 
petition with the products of free 


| American labor.” 


All that remains to complete 


this legislation is the signature | 


of the President of the United | 
| States. 
Prohibition of interstate com- 


merce of prison-made products is 
essential if the Wage and Hour 


Act is to be effective, for competi- | 
tion of prison-made products is | 


seriously affecting the ability of 
dealers and distributors to dis- 
tribute the products of free labor. 

Congress, with the approval of 
the President, has prohibited in 
the Wage and Hour Act the in- 
transportation of com- 
modities produced by free labor 
which is paid less than the pre- 
scribed wage, or is required to 
than a_ prescribed 
number of hours. The Wage and 
Hour Act is inapplicable to 


| products of prison manufacture 


and, therefore, the producers of 
prison-made products and the 
distributors thereof are placed at 
advantage over the 
producers and distributors of 
products of free labor. 


a decided 


= —<<—— 


manager and national contact 
representative of the Cream City 
Outdoor Advertising Co. of Mil- 
waukee. 





LLOYD MUELLER 





J. H. LIDE 


WESTINGHOUSE PROMOTES 
JESSE H. LIDE 


Jesse H. Lide has been ap- 
pointed assistant manager of the 
merchandise advertising and sales 
promotion department of the 
Westinghouse Electric Mfg. Co’s. 
| merchandising division, Mans- 
| field, Ohio. For the last six years 
Mr. Lide has been sales develop- 
ment manager of the merchan- 
dising division’s Middle Atlantic 
district at Philadelphia. 

Mr. Lide began work with 
Westinghouse in East Pittsburgh 
in 1924. He spent several years 
in the advertising department in 
| Pittsburgh and in Mansfield, and 
|three years in Atlanta as sales 
| development manager. He left 
| the Westinghouse to become ad- 
vertising manager of the Rome 
Wire Co., and later of General 
Cable Corp., but returned in 
| 1932, joining the merchandising 
| division in Boston. In 1934 he 
| became sales development man- 
| ager in Philadelphia. He is be- 
| ing succeeded in the latter post 
lby S. F. Myers, former sales 
| development manager of the air 
| conditioning and commercial 
refrigeration department in East 
Springfield, Mass. 





| TOBACCO BY-PRODUCTS 
| ADVANCES LEONARD 


George F. Leonard has been 
elected vice-president of the 
| Tobacco By-Products & Chemical 
| Corp., Louisville, Ky. Mr. Leon- 
| ard was formerly sales manager, 
and before that, advertising man- 
| ager of the company. 
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POWER IS NEW LYON PRESIDENT; 
WATERS BECOMES BOARD HEAD 


B. L. Waters has been elected 
chairman of the board of Lyon 
Metal Products, Inc., Aurora, Ill., 





B. L. WATERS 


and Earl D. Power was moved 
up to the presidency of the com- 
pany. 

The new chairman of the 
board and former president, B. 
L. Waters succeeds H. A. Gard- 
ner, general counsel of the com- 
pany, resigned. Earl D. Power, 
new president, was formerly vice- 


| organization 


| with The White Motor Company | © 


|ant to the vice - president 


Earl D. Power joined the Lyon 
12 years ago as 
manager of one of the sales divi- 
sions. Mr. Power was formerly 


of Cleveland where he was assist- 
general manager when he lef 


that organization in 1928. 
The Lyon company maintains 


| manufacturing plants at Aurora 


and Chicago Heights, 


| sembly plants at New York and” 
Los Angeles, and district offices | 


in 12 centers with subordinate 
sales offices in over 65 cities. 


IGOE BROS. ADD TOOL 
AND GEN. HDWE. LINES 


After a two-year test through 
the medium 
tributed catalog, Jgoe Brothers, 
Inc., 73 Metropolitan 


| St. Louis office in 1931, when the 


| St. Louis branch was established. 
| The St. Louis office is the Brown- 
|ing Arms Company’s sporting 
arms division sales office. 
Contgol of the business and its 
| executive management will con- 
nue to remain in the company’s 
office in Ogden, 


| headquarter 


and | Utah, President Browning has 
; | announced. The executive man- | 
| agement are: Val A. Browning, | 


president; Marriner A. Brown- 


ling, vice - president; 


HARDWARE, PAINT TRADES 
CREDIT BUREAU DINNER 
The Hardware & Paint Trades 

| Credit Bureau, 154 Nassau St., 
| New York City, will hold its 


| 


annual fall dinner, Oct. 31, at 
Miller’s Restaurant, 144 Fulton 


of a widely dis- | St., New York. Reservations are 


$3.75 and should be sent to M. T. 


| Brooklyn, N. Y., have decided to | the bureau. 


add general hardware and tools 


| to its extensive stocks of build- | 


ing materials, nails, and wire 
specialties. The complete lines 


of such nationally known manu- | 


facturers as E. C. Atkins & Co., 


| W. M. TEAGUE, Ill, NOW 
| A COMPANY EXECUTIVE 


W. M. Teague, III, at a recent 
| meeting of the stockholders of the 


Fayette R. Plumb, Inc., Miller | Teague Hdwe. Co., wholesale firm 


Falls, Goodell Pratt, and Union 
Fork and Hoe have already been 


of Montgomery, Ala., was elected 


Matt S. | 
Ill.. as- | Browning, vice-president. 
a 





taken on and other popular qual- | 
ity lines will be added in the | 
| near future. 

It is the intention of Igoe 
Brothers to carry stocks in their | 
five warehouses, which are con- | 
veniently located throughout the 
|New York Metropolitan area, 
and thereby assure their dealers 
prompt service. 


president and general manager 
of Lyon. 

Mr. Waters who founded the 
Lyon Company, announced his 
intention of retiring from active 
participation in the every-day 
affairs of the company. 





ELLIS IN ST. LOUIS 
FOR BROWNING ARMS 


Douglas B. Ellis, who has been | 
associated with the Browning | 
Arms Company for the past 16 | 
years, has been appointed St. | 
Louis representative of the sport- 
ing arms division of the Brown- 
ing Arms Company, according to 
Val A. Browning, president. Mr. 
| Ellis succeeds John E. Russell, to the board of directors and the 
| resigned. board in turn elected him a vice- 

Mr. Ellis joined the Browning | president of the company. Mr. 
| Arms Company at its headquar- | Teague has been identified with 
|ter offices in Ogden, Utah, in | this wholesale hardware firm since 
1924. He was transferred to the | 1927. 


| 








WILLIAM M. TEAGUE III 





E. D. POWER 
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FARRELL HEADS NEW 

KELVINATOR DIVISION 
Announcement of the forma- 
tion of a new Kelvinator factory 
sales unit, which will be known 





THOMAS A. FARRELL 


Ave., | D’Andrea, executive director of | 


|as the commercial, parts and ser- 
| vice sales division and which will 
| be headed up by Thomas A. Far- 
|rell, has been made by Frank R. 
Pierce, general sales manager of 
the Kelvinator division of the 
Nash-Kelvinator Corp., Detroit, 
| Mich. 

Chief reason for the change, 
Mr. Pierce said in announcing 
| the new division, is to bring the 
| commercial, parts and service de- 


{ partments into one organization 


and thereby create a more uni- 
fied and closer-knit operation. 





| WARREN TELECHRON TO 
EXPAND PLANT 


| The Warren Telechron Co., 
Ashland, Mass., has broken 
| ground for the erection of a ship- 
| ping and warehouse building di- 
| rectly north of its present main 
| building. This new building of 
structural steel frame and brick 
construction will afford 65,000 
sq. ft. of additional floor space. 
| The transfer of the shipping de- 
| partment and stock from the 
main building of the present 
plant will release valuable pro- 
duction areas and speed sched- 
ules. An addition to the boiler 
room, the erection of an 80-ft. 
brick stack and the installation 
of a modern incinerator are also 








part of the expansion program. 
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HARDWARE BRIEFS 





Name and Address 
CONNECTICUT 
Deep River 


IDAHO 
Bonners Ferry, Kemp-Cieve- 
land Hdwe. Co. 


KENTUCKY 


Murray 


MICHIGAN 
Milford, O. C. 
Hdwe. 


Thomas 


KANSAS 
Stanley 
NEW YORK 
Corning, A. F. Williams 
Hdwe., 27 E. Market St. 


West Hempstead, Plesser 
Hdwe. 

New York City, Lillian 
Hdwe. Co., 3985 Third 
Ave. 

Wellsville, Boyce Hdwe. 
Co., Ine. 


Whitesboro, Rutger’s Hdwe. 


OHIO 
Jeffersonville 


PENNSYLVANIA 
New Castle, Baron 
Co. 


Hdwe. 


VIRGINIA 
South 
Hdwe. 


Boston, Wilborn’s 


WISCONSIN 
Bangor, William 
Sons Hdwe. 


Smith 


125 PENNSYLVANIA 
JOBBERS AT FALL 
DINNER MEETING 


More than 125 members and 
guests of the Pennsylvania 
Wholesale Hardware and Supply 
Association attended the Fall 
Dinner and _ business meeting 
held on September 26 and 27, 
1940, at the Hotel Philadelphian 
in Philadelphia, Pa. 


The two-day affair opened with | 


the dinner on Thursday evening 
after which a program of enter- 


tainment was presented. The 
regular round-table business 
meeting was held on Friday 


morning with a luncheon follow- 
ing the session. Maxwell Krause, 
Geo. Co., 
Lebanon, Pa., president of the 
association presided at the dinner 
and meetings. 


Krause Hardware 
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Feature 


Hardware store conducted by the Clinton 
Lumber & Coal Co. has been sold to Mr. 
Nesbit 


In new quarters in the John Mattes building 


New hardware store to be opened on North 
Fifth St. 


Under new ownership 


Ilardware store destroyed by fire 


Acquired by the Corning Bldg. Co. Business 
to be known as A. F. Williams Hardware 
Division of Corning Bldg. Co. 

Being enlarged and modernized and _ will 
carry radios, refrigerators and hardware. 
Business under new ownership 


In new and larger quarters 
Has taken over entire post office building of 


which it formerly occupied the rear 


M. F. Hudson has sold his business which 
will now be known as the Stuckey Hdwe. Co. 


Has opened its fifth store at 314-316 E. 
Washington St., with stocks of hardware, 
sporting goods, paints, plumbing supplies 


Store has been modernized 


Business has been sold to 


Owner or Manager 





JOHN LUCAS & CO.., INC., 
PROMOTES LEONARD 


In honor of his appointment as 
manager of the New England di- 
vision of John Lucas & Company, 
Inc., Philadelphia, Pa., Henry 
W. Leonard was given a dinner 
Monday evening, September 9, 
1940, at the Hotel Statler, with 
executives, members of the staff 


| and wives and guests present. 


Harold D. Mack, who has been 


‘seriously ill for a considerable 


Wells Purdom 


| period and incapacitated to con- 


| tinue as active manager, has had 


| the 
| bestowed upon him, it was stated 


Paul Dellow and 
Arnold Schaberg 


| been 


Frank and George 
I lodges 


| was 
| A. Gorrell, 


title of manager emeritus 
at the dinner. Mr. Leonard has 
with the New England 
branch of the company for twen- 
ty years, and for a number of 
years as Mr. Mack’s assistant. 
Frank F. Whittam, general 
sales manager of the company, 
toastmaster while Walter 
vice-president and 


| general manager, made the an- 


Fred G. Broh 


Rock Boyce 
William C. Rutger 


C. F. Stuckey 


Louis Baron 


|northern New Jersey prior 


| nouncement of Mr. Leonard’s ap 


pointment. 


LOYD DOPKINS NAMED 
CROSLEY DISTRICT MGR. 


Loyd Dopkins has been ap- 
pointed district sales manager of 
The Crosley Corp., Cincinnati, 
Ohio for New Jersey. Mr. Dopkins 
was district manager of the De- 
troit-Michigan Stove Co. for 
to 


| joining The Crosley Corporation. 
| Previous to that he was a mem- 


ber of the Kelvinator sales staff 
of Krich-Radisco, Inc., Newark 


| distributor; sales manager for the 
| Berger Radio Sales Corp., New 


Ray Schneider 


York; and a district manager of 
the Atwater Kent Mfg. Co., Phila- 
delphia. 











Left to right are: H. C. Hopkins, Reilly Bros. & Raub, Lancaster, Pa., second vice-president ; 
Geo. A. Rick, Stichter Hdwe. Co., Reading, Pa., chairman, executive committee; George A. 
Fernley, secretary-treasurer, National Wholesale Hardware Association, Philadelphia, Pa.; 
Maxwell Krause, Geo. Krause Hardware Co., Lebanon, Pa., president; Samuel B. Smith, 
Steinman Hardware Co., Lancaster, Pa., secretary; Chas. F. Griffith, Shields & Bros., Phila- 
delphia, Pa., and R. R. Kearton, Ralph E. Weeks Co., Scranton, Pa., first vice-president. 
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" Yes thats because its 


BARS KEYSTONE cot 


we? 4 “AC 6 Oy wi . . . and unrolling flat is just one of its outstanding sales points. For 
"POULTRY ® instance, the perfect uniformity of this netting . . . the new, secure 
i > wy gt B reverse-twist weave that facilitates stretching, that makes such a satis- 
“aeaaeemme (factory finished job. . . bright, trim rolls that help sales. These are some 
' of the advantages that Keystone research has built into this new poultry 
fabric .. . And YOU’LL CASH IN by displaying, and talking, THE 
NETTING THAT SHOULD SELL FOR A PREMIUM PRICE... 
BUT DOESN’T! 


These exclusive KEYSTONE developments i MM) 4 
are available in both HEXAGON and fon i 3 
STRAIGHT LINE .. . giving you the 

“‘edge’’ on whichever style is preferred. So 

take advantage of the netting that’s backed 

by 50 years of fence-making experience. 

Stock this QUALITY staple — with the 

NEW features that get the business. 

Order from your jobber — NOW. 
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The outstanding sanding 
buy for the home-craftsman! 


plane Je 


WEIGHS ONLY 9°: LBS. 
2'. INCH WIDE BELT 


> 





Here is a new, streamlined belt sander you can be 
proud to offer to your home-craftsmen customers — it 
combines quality of construction and a standard of per- 
formance never before available in this price range. 
Skilsaw (America’s leading quality tool manufacturer) 
has built extra value into the ZEPHYRPLANE JUNIOR, 
so that it is not only the most efficient sanding tool for the 
home-workshop, but is also ideal for many “final- finish” 
operations in small cabinet and woodworking shops. 


ZEPHYRPLANE JUNIOR is selling in every part of the 
country because it’s more tool for the money! Place one 
on display and you'll get new profitable business and 
win new satisfied customers. Your discount is attractive 
... areal profitable item for you. 


SKILSAW, INC., 4763 WINNEMAC AVENUE, CHICAGO 


36 E. 22nd St., New York—52 Brookline Ave., Boston—182 Main St., Buffalo—15 8. 
21st St., Philadelphia—2902 Euclid Ave., Cleveland—2124 Main St,, Dallas—918 
Union St., New Orleans—29 North Ave., N.W., Atlanta—1253 S. Flower St., Los 
Angeles—2065 Webster St., Oakland—Canadian Branch: 85 Deloraine Ave., Toronto, 


CASH IN ON THIS NATION-WIDE 
ADVERTISING AND FREE DEALER HELPS! 


e National advertising in the leading 
h ft « « is telling the story of 
ZEPHYRPLANE JUNIOR to your customers 
and prospects . . . urging them to come in 
and buy! In addition, we will gladly send 
you FREE an attractively colored counter 
display (shown at right) and a quantity of 
2-color illustrated folders. 


WRITE FOR THEM TODAY. 


















| Sheldon Coleman Elected Vice-Pres. 


Sheldon Coleman has _ been 
elected to the office of executive 
vice-president and general man- 





SHELDON COLEMAN 


Stove Company, Wichita, Kan. 
Mr. Coleman, the eldest son of 
W. C. Coleman, president of the 
company, has been associated 
with the Coleman organization 
20 years. He started work in the 
factory and worked his way up 


manager and assistant general 
manager, which position he has 
held for the past several years. 
Mr. Coleman succeeds J. 
| Graham, who was elected vice- 
president and assigned to other 
important duties in the manage- 
| ment of the Coleman Company. 
Mr. Graham first became general 





| manager of the Coleman Com- 
| pany in 1911, but some years 
later, at his own request, was 


transferred to the Los Angeles 
| office as manager of the Pacific 
coast territory. Upon the death 
of Charles E. Parr two years ago, 
| Mr. Graham was persuaded to 
| return to Wichita and assume for 
| a limited time the duties of gen- 





JOHN H. GRAHAM 


| 200 Fifth Avenue, 


agers of The Coleman Lamp and | 


to the position of general works | 


H. | 


And Gen. Mgr. Coleman Lamp & Stove Co. 


eral manager. Mr. Graham will 
continue as an active member of 
| the executive committee, which 
| controls all company policies. 

| 


| 
| NEW SALES MANUAL FOR 
TOYS AND PLAYTHINGS 


A new sales manual for toys 
and playthings designed to give 
retail salespersons basic selling 


| points on all types of toy de- 


partment merchandise has been 


| distributed to 1500 retail stores 
| throughout the country for use 


|in training sales forces in 
Christmas toylands. The new 
manual was compiled by the 


Toy Manufacturers’ Association, 
New York, 
N. Y. 

The new manual has 59 pages 
and a gay, three-color cover 
| showing Santa Claus carrying a 
|packful of toys and waving 
Uncle Sam’s hat. The text in- 
corporates suggestions made by 
store training directors. The 
first section of the manual sum- 
marizes the background infor- 
mation required to sell toys intel- 
ligently and build good-will for 
| the store. Children’s general play 
| interests at different age groups 
| are summarized and the different 
|types of play required for nor- 
mal child development are out- 
|lined. Proven sales openers and 
| selling rules are given and sug- 
gestions are presented for in- 
creasing sales by suggesting re- 
lated toy merchandise. The sec- 
ond section of the manual gives 
basic sales points on each gen- 
eral classification of toy mer- 
chandise. A list of review ques- 
| tions are given at the end to help 
| salespersons test their knowl- 
edge. 


NAME REPRESENTATIVES 
FOR “SMOOTHCUT” 


Robert D. Price has been ap- 
pointed the New York City sales 
representative of the “Smoothcut” 
can opener division of the Regina 
Corp., Rahway, N. J., according 
to an announcement made by 
Lannon F. Mead, general sales 
manager. He replaces James G. 
Sullers, resigned. 

Two additional sales representa- 
tives of the “Smoothcut” can 
opener division are also an- 
| nounced by Mr. Mead. They are 
| C. S. Keating, with headquarters 
in Chicago, who will cover Illi- 
nois including the Chicago 
metropolitan area, Missouri and 


Kansas, and E. J. O'Reilly, who 


| will work out of Minneapolis 
| and cover the state of Minne- 
| sota. 
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CHICAGO RETAIL HARDWARE ASSN. 
RESUMES ITS SALES COURSES 


Retail hardware clerks have 
again returned to their classes in 
the “model store schoolroom” of 
the Chicago Retail Hardware As- 
sociation, Merchandise Mart, 
Chicago, Ill. 
ginning of the advanced course, 
or Course II, and Sept. 11 was 
the beginning of the new course. 
Course I, for a new group of 
students. 

This school 
the Chicago 
conducted by Robert F. Kozelka, 
a retail hardware dealer recom- 
mended by the association, and 
whose academic standing was 
certified by the Chicago Board 
of Education. The courses of in- 


is sponsored by 


Sept. 9 was the be- | 


to suit the needs of the student. 
The basic principles and the 
merchandise information reports 
are held to schedule but the gen- 
erous discussion period permits 
much interchange of opinion. 
Classes are held at the aodel 
hardware store in the merchan- 
dise mart and hardware taken 


| from tables and bins plays part 


Association and is | 
demonstrate the use of 


in the instruction. Often the en- 
tire display of an exhibitor is 
moved into the class room to 
color, 


| shape, size, etc., while one stu- 


struction are open to clerks work- | said that 


ing in and about Chicago. The | 


students come from stores where 
other clerks had attended the 
first course, and Mr. Kozelka ad- 
from stores who had 
Harp- 


vises us, 
read about the class in 
WARE ACE. 

The school is geared to a two- 
year program, the first year con- 
sisting of clerk training and the 
second year of management and 
ownership problems. Each course 


ing is a separate unit in that 
course. No meeting is continued 
to another. Special 
brought about by special condi- 
tions are discussed when they 
have connections with problems 
presented in the classes. The 


course of study is thus variable 


problems | 


| gram, administered and 


. ; which 
is a separate unit and each meet- | 


dent-clerk sells an article to an- 
other student-customer. 

Students who took Hardware 
Retailing I last semester have 
many an awkward 
situation in their stores was 
saved by knowing how to meet 
it. Many have made sales that 
were the result of an actual 
blackboard sketch and report 
given by a fellow member. 

Except for a small registration 
fee, this training is free to stu- 
dents. This educational pro- 
gram is made possible by the 
George-Deen Act which provides 
financial aid to those states 
institute public 
vocational programs for educat- 
ing high school students and 
adults engaged in distributive oc- 
cupations. The educational pro- 
super- 
vised by the State’s Board of 
Vocational Education, is avail- 
able through the public school 
systems if the dealers demand it. 


school 











POLMER:IK 
Botled 


IS HELPING THE BOYS MAKE 
MORE MONEY! 





It Has Pointed Up Their Selling! 
POL-MER-IK BOILED gives the painting contractor value- 


points that are selling-points. He can talk and deliver a better 
paint job — one that will be free from film burning — one 
that will have finer luster and greater durability. 


THE GREATEST CONTROL FACTOR 
FOR A QUALITY PAINT JOB 





PREVENTS FILM BURNING 


Pol-mer-ik Boiled is the accurate- 
drying linseed oil. It contains the 
correct proportion of quality driers. 
It is tested for drying accuracy. It 
dries evenly to a tough, strong Sim. 
Pol-mer-ik Boiled gives control over 
the drying factor of the paint job. 
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GREATER APPEARANCE VALUE 


The 10% of cooked oil in Pol-mer- 
ik is an extra value at no extra cost. 
It is @ pure linseed oil of heavy 
viscosity. It makes paints brush and 
level better—gives them finer gloss 
and greafer durability. 
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DISPLAY POL-MER-IK IN CANS 


Packaged Pol-mer-ik in factory-sealed, tam- 
per-proof containers is the modern, profit- 
able way to sell linseed oil. Cans eliminate 
drums and their notorious losses from drips, 
leaks, over-measuring, and foots. Feature 
cans for value and profit. 


er OO 


Archer-Daniels-Midland Company 
Roanoke Building, Mi lis, Mi 


Please send me ........ Pol-mer-ik folders | 


naw | 
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American Chain Division district sales managers show intense 
interest as a new chain is explained to them by W. D. Kirk- 
patrick, vice-president, American Chain and Cable Co., Ine.. 
Bridgeport, Conn. Reading from left to right, in the picture 
taken during a recent conference at York, Pennsylvania, are, 
A. M. Tinker, Boston; J. J. Thiebauth, sales manager, automotive 
accessories; W. M. Cusack, Detroit; R. C. Brenizer, Philadel- 
phia; W. F. Cotter, New York (seated); W. D. Kirkpatrick; 
W. C. Perkins, Pittsburgh; R. E. Greenwood, Chicago. 


number 
and the name of the nearest Jobber. 





A SIZE FOR EVERY PAINT JOB 
Pints, Quarts, 1, 2, 5 gallon containers 
Available in Raw or Boiled 
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SCHOOL BUSINESS 


| 
In every locality this month there is one or more | 
school buildings, each of which is a prospect for 
replacement hardware. This is the business to go 
after, and here are two Rixson Specialties to win | 
a good profit. | 








Rixson Single-Acting Door Check | 


This guaranteed check operates with unexcelled precision 
and endurance. Made by pioneer checking device manu- 
facturers, it closes doors smoothly and positively, yet 
permits their opening under the light touch of children. 
Ideal for schools. 








Rixson Nos. 38 & 39 Door Stay & Holder 


Curved spring arms, a new principle in door stop, take 
up the shock of full opening. Saves hinge damage. In 
No. 38 a hold-open adjusment is made by a turn of the 
thumb piece. No. 39 holds doors open automatically 
when pressed back. 


THE OSCAR C. RIXSON COMPANY 
4446 Carroll Avenue, Chicago, Illinois 


RIXSON REPRESENTATIVES AT: 
NEW YORK: 2034 Webster Avenue—PHILADELPHIA: 211 Greenwood Avenue, 
Wyneote, Pa.—ATLANTA: 152 Nassau Street-—NEW ORLEANS: 2630 Jefferson Ave.— 
SAN FRANCISCO: 116 New Montgomery Street—LOS ANGELES: 909 Santa Fe Avenue 


—SEATTLE: 414 17th Avenue, North. 
LONDON, ONTARIO, Canada: Richards-Wileox,. Ltd. 
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IMPROVED MECHANISM IN BUILDERS’ HARDWARE | 
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| tween 21 and 36. 





CIVIL RELIEF ACT CALLS 
FOR A DEBT MORATORIUM 


Modeled after World War leg- 
islation but expected to have a 
far greater effect upon retailers 
because of the substantially 
greater volume of 
sales today, the civil relief act 
passed by Congress provides a 
virtual moratorium during the 
period of military service on in- 
stallment accounts, rent, mort- 
gages and insurance. 

Briefly, the act is designed to 
suspend proceedings and _ trans- 
actions during the service man’s 
absence so that he might have an 
opportunity when he returns to 
be heard and to take measures 
to protect his interests. Specifical- 
ly, a retailer under the terms of 
the act is prohibited from exer- 
cising “any right or option un- 
der such contract to rescind or 
terminate the contract or resume 
possession of the property for 
non-payment of any installment 
falling due during the period of 
such military service, except by 
action of a court of competent 
jurisdiction.” 

A retailer, for example, who 


has received and accepted a 
down payment on merchandise 
purchased on the _ installment 


plan by a vendee subsequently 
called into the military service is 
subject to a year’s imprisonment 
or a fine of $1,000 or both for 
violating this provision of the 
law. 

Other features of the new law 
of interest to retailers include a 
provision permitting a court to 
stay proceedings instituted for a 
breach of the installment con- 
tract prior to the period of mili- 
tary service until after the com- 


| pletion of the service; and a sec- 


tion authorizing a stay or post- 
ponement in the court’s discre- 
tion not only to a man called 
into military service but also to 
his guarantors or endorsers. 
Conferees agreed to an amend- 
ment designed to prevent the 
freezing of installment credit to 
men in the conscription ages be- 
This mora- 
torium is applicable only to in 
stallment sales made prior to the 
passage of the law. Subsequent 
to that date, retail distributors 
are free to draft contracts de- 
signed to best protect their inter- 


ests. 


installment | 





The law will remain effec- | 


tive until May 15, 1945, the date | 
which marks the end of the Se- | 


lective Service Act. 


Retail trade groups which have | 


attempted to measure the effects 





| 


of the civil relief act have | 
pointed out that, while the poten- | 
tial losses to installment sales 


appear large on the surface, ac- 
tually only a small percentage of 





| following 


outstanding installment accounts 
will be affected immediately. 
This is attributed in part to the 
fact that unmarried men between 
the ages of 21 and 35 are not 
heavy purchasers under deferred 
payment plans. 


ARRANGING BUILDERS’ 
HARDWARE STOCK 


How to arrange your builders’ 
hardware stock is one of the 
many subjects covered in the ele- 
mentary course of “Taking the 
Mystery Out of Builders’ Hard- 
ware.” Written by Adon H. 
Brownell and published by Harp- 
warE Ace. The complete ele- 
mentary, intermediate and ad- 
vance builders’ hardware courses 
are now available in one book 
for $3.00—cash with order. Or 
you can obtain it C.O0.D. plus a 
small delivery charge. In Canada 
and foreign countries the book 
costs $3.50, cash with order. 


CROSLEY DISTRIBUTING 
CORP. ELECTS OFFICERS 


The board of directors of The 
Crosley Distributing Corp., sub- 
sidiary of The Crosley Corp. 
Cincinnati, Ohio, which distrib- 
utes Crosley products in Cincin- 
nati, Chicago, New York, Dayton 
and Columbus, has elected the 
officers: Lewis M. 
Crosley, president; Raymond C. 
Cosgrove, vice-president and gen- 
eral manager; Robert I. Petrie, 
vice-president and general sales 
manager; George E. Smith, vice- 
president, secretary and _ trea- 
surer; and John J. Hope, Jr., as- 
sistant treasurer. 

Guy Flaig, is manager of The 
Crosley Distributing Corp., of 
Cincinnati; C. S. Tay, of the 
Chicago branch; Fielding Robin- 
son, New York branch, and C. V. 
Dilard, of the Dayton and Col- 


umbus branches. 





ROBERT I. PETRIE 


HARDWARE AGE 
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One of the important features of S. L. Allen & Co.’s, Philadelphia, Pa., annual sales meeting 
is a Field Day where the salesmen are shown any new “Planet Jr.” tools and improvements 


made during the previous year. 


It also gives the salesmen a chance to tell the engineers 


of any new requirements in special territories or for special crops. 


NUTMEGGERS GOLF PARTY 


The Nutmeggers recently held 
their fourth annual golf tourna- 
ment at the Avon Country Club, 
Avon, Conn., with 50 members 
and guests present. A large num- | 
ber of the party entered the golf | 
tournament, a feature of the | 
event, which was won by Herbert 
Tilley of New Britain, Conn., 
representative of the Republic 
Steel Corp. and a member of the | 
Nutmeggers. On the kicker’s 
handicap prizes were won by 
Elbert Wharton, Sinclair Refin- 
ing Co.; Elmer Ellsworth, Stan- | 
ley Electric Tool Co.; Raymond | 
Rose, Benjamin Moore & Co.; | 
F. J. Knowles, Nicholson File | 
Co., and D. W. Maher, Minne- | 
sota Mining & Mfg. Co. 

| 
| 


STATE GROUPS GET LEASES | 
TO DEVELOP WILDLIFE 


A number of areas reclaimed 
by various Federal agencies are | 
being leased te state universities 
and state governments on long- 
time leases that permit those 
groups to develop the areas for 
the benefit of native wildlife, it 
was announced today by Secre- 
tary of the Interior Harold L. 
Ickes. 

The Missouri Wildlife Manage- 
ment Area, a 2242-acre tract in 
Boone County leased by the Uni- 
versity of Missouri, and the South | 
Carolina Wildlife Management | 
Area, a 44,550-acre tract in Ches- 
terfield and Darlington Counties, 
leased by the State Commisison 
of Forestry, are two of what will 
be a series of areas established 
under this plan. 


These areas have been estab- 
lished to give the states an op- 
portunity to practice multiple 
land use. The areas can be de- 
veloped for wildlife, forestry, 
recreational, and other social and 
economic uses. 
While custody and title to the 
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land will remain vested in the 
Federal government, the state 
agencies will manage the areas 
with wildlife as a principal inter- 
est. Development of the area to 
improve the habitat for wildlife 


|is a responsibility of the group 
leasing the land. Projects will 


| be viewed by officials of the Fish 


HARDWARE JOBBER HEADS 
BLUEFIELD CHAMBER 


Lon M. Rish, president of the 
Bluefield Supply Co., was recent 
ly elected president of the Blue- 
field, W. Va., Chamber of Com- 
merce. Mr. Rish has been a 
resident of Bluefield since 1928. 
In 1930 he was elected president 
of the Bluefield Supply Company. 
Prior to that he was general man- 
ager of the Clark Hardware and 
Furniture Stores in the coal fields. 


SOUTHINGTON HDWE. NOW 
PLANS TO CHANGE NAME 


Stockholders of the Southing 


| ton Hardware Co., Southington, 
| Conn., voted at their annual meet- 


|company to. the 


. . ~ ° e | 
| and Wildlife Service to determine | 


that the plans are consistent with 
accepted management practices. 


ing to change the name of the 
Southington 


| Hardware Mfg. Co., subject to the 


approval of the Superior Court. 
At the same time, William E. 
Smith was reelected president and 


treasurer. Other officers were 


| also reelected. 








O 


SCHALK CONTEST WINNERS 


At the right is the window of 
L. Rubenstein & Sons, Inc., 341 
Grove St., Jersey City, N. J., 
which won first prize in the 
window display contest con- 
ducted by the Schalk Chem- 
ical Co., Los Angeles, Calif. 
.The second prize was won by 
the window, below, of the 
Meyer Hardware, 2915 Leaven- 
worth, Omaha, Neb. Knight & 
Wall, Tampa, Fla., took third 


prize. 
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“MEND IT WITH THIS, 
MR. MARTIN, AND 
IT STAYS MENDED!” 


—_ 





That’s all you have 
to say when a customer 
asks your advice on how to 
fix anything made of metal. 
You make the sale at a good profit. 


You win the customer's good will. 


You do your business a good turn because 
Kester Metal Mender will never let you or 


your customers down. 


It mends metal as nothing else can . . . simply 
is the finest 
quality home solder that money can buy. Easy 


because Kester Metal Mender 


to use, handy to have around the home for a 
thousand different kinds of metal mending, 


this is the solder that carries its flux inside” 


. . « like lead in a pencil. 


Push Kester Metal Mender. 
big national advertising campaign that helps 
you sell it in volume. You'll get the same re- 


It’s backed by a 


sults that good merchants everywhere get with 
this sterling product . . . more sales and bigger 


profits as the months roll by! 


KESTER SOLDER COMPANY 


4207 Wrightwood Avenue Chicago, Illinois 
Eastern Plant: Newark, N. J. Canadian Plant: Brantford, Ont. 


KESTER 


METAL MENDER 











Universal Electric Range Sales Course 


Graduates 


Harry Parsons, electric range 


and water heater division sales | 


manager, Landers, Frary & Clark, 
New Britain, Conn., announces 
the graduation of the first group 
to complete the new Universal 
University Electric Range Sales 
The new com- 
prised 16 lessons, eight of which 
were devoted to the fundamentals 
of electric cooking and the bal- 
ance to product information, 
sales policy and the latest meth- 


Course. course 


ods of selling electric ranges. | 


Over 1200 students in 47 States 
registered for this training which 
started September, 1939. Sales 
instruction was handled through 
correspondence combined with 
quarterly field clinics which were 


| designed to tie-in practical field 


training with the course instruc- 
tion. 
students who registered in Sep- 
tember, 1939, completed the 
course. Final examinations were 
carefully graded by experienced 
instructors and diplomas awarded 
to those who successfully passed 


Over 60 per cent of the | 


Record Student Group 


the final examination. 

Each student becomes a mem 
ber of the new Universal Univer 
sity Club and will receive special 
bulletins designed to continue 
this education, giving him sales 
slants on new products, promo 
| tional ideas and various other 
selling information. 

In commenting upon the ac 
tivity, Mr. Parsons emphasized 
|the fact that there were certain 
| factors which contributed to the 
high percentage of students com 
pleting the course. These factors 
were: that the first part of the 
course devoted entirely to selling 
electric cookery, outlining selling 
fundamentals that are many 
times lost sight of in the aver 
age correspondence instruction 
course; that quarterly field clin- 
ics tended to maintain interest in 
| the course by answering the stu- 
| dent’s local problems and by 
| showing him how to put into 
| actual practice the principles he 
had learned through correspon- 
dence. 


| through 


JERSEY CYCLISTS SCORE IN RACES 





Left to right are national champions, Harry Naisymth, Mildred 
Kugler, and her brother, Furman Kugler, all three from Somer- 
ville, N. J.. who made a clean sweep in the annual National 


Amateur Bicycle Championship 
end at Detroit, Mich. Furman 


held over the Labor Day week- 
Kugler, 19 amassed a total of 


19 points in capturing the senior men’s championship, whiie his 
sister, 15-year old Mildred Kugler, scored a clean sweep in the 


three races in the women’s division to compile 15 points. 


Harry 


Naisymth, 16, collected 11 points in annexing the junior crown. 
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EXCISE TAX LAW TO REQUIRE 
CHANGES AT NEXT CONGRESS 


Because it represents a mas- 
terpiece in confusion and merely 
scratches the surface in provid- 
ing badly needed revenue, the 
new excess profits tax law was 
outmoded almost before it was 
given final approval. Indeed, 
members of the conference com- 
mittee specifically _ instructed 
Congressional tax experts to 
study possible improvements, par- 
ticularly in the matter of credit 
carryovers, with a view to recom- 
mending changes to the next 
Congress. 

The bill as finally passed is re- 
garded as less burdensome on 
business and more liberal gen- 
erally than the House-approved 
version. Moreover, conferees 
struck from the measure the Sen- 
ate-approved Connally amend- 
ment which would have set up a 
steeply graduated schedule of 
corporate and personal income 
excess profits taxes, to become 
effective automatically upon the 
declaration of war. In turning 
thumbs down on this amendment, 
conferees decided to hold in 
abeyance for further study, pos- 
sibly until the outbreak of hos- 
tilities, the subject of war taxes. 

The much-discussed amortiza- 
tion provision will permit corpo- 
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WILLIAM E. CROSS 


Ww. E. CROSS HONORED 
AT DINNER 
William E. Cross, vice - presi- 
dent and treasurer of Clemson 
Bros., Inc., Middleton, N. Y., was 
guest of honor at an informal 
dinner, Oct. 1, at the Traymore 


Hotel, Atlantic City, N. J., ten- | 
dered him by the hack saw indus- | 


try to celebrate his completion of 
25 years with the Clemson organ- 
Sixteen friends and 
business associates of Mr. Cross 
were present. 


ization. 
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rations building new plant facil- 
ities certified as necessary for na- 
tional defense to amortize the 
total cost of such facilities out of 
tax free earnings over a period 
of five years. This provision is 
applicable only to new facilities 
completed after June 10, 1940. 
The measure repeals, for the 
duration of the emergency, the 
Vinson-Trammel profits limita- 
tion law. 

Briefly, the new tax law con 
tains these provisions: 

1. The tax on normal income 
of corporations with net profits 
of more than $25,000 is increased 
3.1 per cent, bringing the effec- 
tive rate to 24 per cent. 

2. Additional graduated taxes, 
ranging from 25 per cent on ex- 
cess profits of not more than $20,- 
000 to 50 per cent on amounts 
over $500,000, are imposed on all 
corporations not specifically ex- 
empted. 

3. In computing excess profits, 
a corporation can take its choice 
of two formulas specified in the 
law—the average earnings meth- 
od, or the invested capital meth- 
od. In either event, corporations 
are exempt from the tax to the 
extent that they are allowed ini- 
tial excess profits of $5,000. 





POLICE LIEUT. TALKS 
TO HARDWARE BOOSTERS 


Lieut. Charles E. J. Newman, 
an instructor at the New York 
Police Academy, told members 
|and guests of the Hardware 
| Boomers, at the Sept. 27 meet- 
ing, held at the Circle Club, 1819 
| Broadway, New York City, about 
| the organization of the New York 
| 
| 


| 


| Police Academy and outlined the 

operations and divisions of the 
| Police Department. There are 
| 16,381 patrolmen in the New 











| York Police Department, and the | 


| force actually started in 1798. 
| He traced the growth of the de- 
partment, outlined the various 
schools conducted by the Acade- 


police headquarters in foreign 
see the New York headquarters 


welcomes visitors. Lieut. New- 
man urged greater cooperation 





emphasizing the fact that citizens 
must do their part as complain- 
ants and witnesses to assist the 
police in apprehending criminals. 

The meeting was presided over 
'by Edwin Erickson, Ek Hard- 
| ware Co., Inc., president of the 


| 


| association. Kenneth Ford, Hard- | 


| ware Retailer, was welcomed as 
|a new member. 


my and pointed out that while | 


countries are difficult places for | 
even visiting police officials to | 


between citizens and the police, | 
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Your Season Ticket 
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No. 1562 Tubular Hockey Skate 
with Clamps 


A KEEN 


interest in ice skating that is sweeping the country 
with accelerated speed, this season promises to reach 
an all-time high. The organization of skating clubs in 
scores of towns and cities and the construction of both 
indoor and outdoor rinks must certainly create a 
bigger-than-ever demand for skating equipment. 


You're sure to get a share ofthis business if you have 
on hand a full line of famous Union Hardware Ice 
Skates—the brand that has held firm in the confidence 
of skaters through nearly seventy-five years. 


Union Hardware Ice Skates are quality-built through- 
out. They've got looks, too—appealing features that 
set the buying impulse in motion. And when you say 
to customers, “They're made by Union Hardware,” your 
statement carries real weight. 


Now is the time to see your jobber for information 
about the 1940-41 line which includes models for hockey 
and figure skating in a complete range of sizes and 
styles. A copy of the Union Hardware Ice Skate cata- 


log is yours for the asking. 
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| 26 PER CENT OF ALL TAXES IN 1939 
WERE PAID BY LESS THAN $1.000 GROUP 


(Washington Bureau 


of HARDWARE AGE) 


Making the point that the 26 


| per cent of all taxes imposed by | 


| federal, state and local govern- 
ment were actually paid in 1939 
by persons whose incomes were 
less than $1,000 a year, yet say- 
ing that the real burden of taxa- 
tion is borne by the public and 
not 


“Who Pays the Taxes,” has just 
been prepared by the Department 
of Commerce for the Temporary 
National Economic 
This study will be published as 
TNEC Monograph No. 3. 

The authors of the study are 
Dr. Gerhard Colm and Helen | 
Tarasov. They give a simple rea- 
son for their conclusion regard- 


| ing the proportion of taxes paid | 


by persons with less than $1,000 
income. They state that persons 
falling into this salary group 
comprise 46 per cent of all per- 
sons or corporations receiving in- 
come and that their receipts 
amounted to 18 per cent of all 
income last year. 

It was added that despite the 
high plane of living of those who 
receive incomes in excess of $15,- 
| 000, their expenditures account 
for less than 5 per cent of all 
consumption expenditures and 
for approximately only 20 per 
cent of all taxes. 

The study says that a larger 
proportion of the total tax pay- 

ment goes to state and local gov- 
| ernments than to the federal gov- 
ernment. But those with incomes 
| of more than $10,000. it was 





by any particular class of | 
taxpayers, a monograph entitled | 


Committee. | 


stated, paid proportionately more 
to the federal tax collector than 
| did those with incomes in lower 
brackets, for taxes paid by the 
income group in the lower brack 
ets consisted largely of levies on 
property and sales as well as con- 
sumption taxes. 





WM. L. BLUMBERG CO. 
HOLDS OPEN HOUSE 


Wm. L. Blumberg Co., Inc., 3! 
Warren St., New York City. 
wholesale hardware distributor. 
held open house at its headquar 
ters on Sunday, Sept. 22, and 
| the following Sunday. Officers. 
buyers, salesmen and other mem- 
bers of the company’s staff were 
= hand, both days, to welcome 
a good turnout of dealers and 
members of their families, and 
|there were also representatives 
|of a number of manufacturers. 
| Buffet service was provided both 
days for visitors and members of 
the organization. 

A feature of both showings 
was a wide variety of Christmas 
gift items, including tools, cut- 
lery, electrical appliances, etc.. 
together with Christmas displays, 
packages and advertising mate- 
rials offered by manufacturers. 
Prior to the open house days the 
company remodelled its entire 
show room, with better illumina- 
tion and improved display facil- 
ities. The new arrangement, with 
sample panels finished in ivory. 
with black trim, permits the 
showing of a wider variety of 
merchandise than was previously 
possible. 











HARDWARE LOCOMOTIVE MARKS CELEBRATION 








This locomotive assembled entirely of hardware items was the 
Jacobs-Henderson Hdwe. Co.’s greeting to some 200 officials of 
the Sante Fe R.R. gathered at Atchison, Kan., for the celebra- 
tion of the 80th anniversary of the founding of the Atchison, 
Topeka & Sante Fe railroad there in 1860. During the cere- 
monies a two-mile parade depicted the history of transportation 
from oxcarts and covered wagons to our streamlined vehicles. 
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OBITUARIES 





ALBERT B. GATCH 


Albert B. Gatch, recently re- 
tired sales representative of The 
Wooster Brush Co., Wooster, 





ALBERT B. GATCH 


Ohio, passed away September 20, 
at Christ Hospital in Cincinnati, 
Ohio. Mr. Gatch had been ill 
for about one week. He was 69 
years old. 

For the past 16 years Mr. 
Gatch had been associated with 
The Wooster Brush Company, 
and for more than 50 years had 
served the hardware industry in 
various capacities. 

He leaves a widow, a daughter, 
and a son. 


THOMAS EVANS 


Thomas Evans, Thomas Evans 
Co., Inc., 45 Warren St., New 
York City, manufacturers agents, 
passed away recently at his home 
in Maplewood, N. J., after a 
long illness. He was for many 
years well known as a cutlery, 
hardware and kitchenware man- 
ufacturers agent, and enjoyed a 
wide acquaintance among hard- 
waremen in the east. Mr. Evans, 
who was a native of Wales, 
came to this country about 50 
years ago. Mrs. Evans, and two 
sons, Wilkin A. and Douglas V., 


are among his survivors. 





HENRY B. KOENIG 


Stricken with a heart attack, 
Henry B. Koenig, 78, widely 
known hardware merchant, of 
Tonawanda, N. Y., passed away 
Oct. 2. Mr. Koenig was one of 
Tonawanda’s oldest businessmen. 

Coming to the city 66 years 
ago, Mr. Koenig became a tin- 
smith in the employ of Nice & 
Hinkey, hardware pioneers. 
Eleven years later he opened his 
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own store on Young Street under 
the firm name of Koenig & Ack- 
erman. Later he became presi- 
dent of H. B. Koenig, Inc. He 
was a director of the 
Savings & Loan Association. 





LEROY N. SWEET 


LeRoy N. Sweet, for the past 
35 pears vice-president and man- 
ager of the Chicago offices of 
Surpless Dunn & Co., New York 


City, manufacturers’ representa- 


Niagara 


tive, passed away recently. Mr. | 


Sweet, who was 51 years old, was 


widely known to the hardware | 


trade. 


L. J. ANDERSON 


L. J. Anderson, 74, director of 
John Danks 7 Son, Proprietary, 
Ltd., Melbourne and Sydney, 
Australia, passed away recently. 
A member of the HARDWARE ACE 
Fifty-Year Club, he had been as- 
sociated with the hardware in- 
dustry for 58 years. 

Mr. Anderson first became 
identified with hardware when 
he started out with the Danks 
firm in 1882. He had been with 
them ever since. He became a 
member of the board of directors 
of the company in June 1917, 
and was made general manager 
in March 1919. Mr. Anderson 
led an extremely active life and 


had many outside interests. He | 


was a president of the Victorian 
Hardware Association; on the 
executive board of the Melbourne 
Chamber of Commerce; 
president of the Employers’ Fed- 
eration, and a member of the 
Rotary Club, the Royal Auto- 
mobile Club of Victoria, the 
Hardware Club and the Com- 
mercial Travelers’ Club. 


vice- 





L. J. ANDERSON 








@ When a customer asks for a specific type of auger 
bit to do a certain job, do you always have the right 
bit for him? You'll away fewer of these 
“particular” customers if* you'll stock the Greenlee 
Auger Bit Line. Manufactured to fill every need of 
the Woodworker, Electrician and Plumber, Greenlee 
Auger Bits are also constructed to meet your custom- 
er’s every demand for high quality and performance. 


turn 


@ But auger bits are only a portion of the entire 
Greenlee Hand Tool Line for the craftsman. For 
more information about the Greenlee line of expan- 
sive bits, bit extensions, chisels, gouges, draw knives, 
turning tools, spiral screw drivers and push drills, send 
for Catalog 31. It won’t cost you a cent and the cata- 
log will be a profitable buying guide for you. Please 
mention your jobber when writing. 


Greenlee Tool Co. 


1715 Columbia Avenue 
ROCKFORD, ILLINOIS, U.S.A. 
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PROVED BY DEALERS- 
APPROVED BY WOMEN. 


This sensational new invention has made 
all other Mop Wringer Pails old fashioned. 
Women go wild over its ease and sim- 
plicity. And dealers everywhere are prov- 
ing that here’s a real sales-building, 
profit-making item! You, too, will find it 
a worth while addition to YOUR House- 
hold Metalware Department. Leading 
Hardware jobbers are featuring it. Ask 
your Jobber’s Representative about DeLuxe 
Wringer Pail No. 2940. 


Schlueter Mfg. Co. 





| The two veterans with the longest | 
| records are 


AMERICAN STEEL & WIRE 

MAKES SERVICE AWARDS 

Over 64 centuries of faithful 
service by 217 employees was 
recognized by the American Steel 


& Wire Co. at a luncheon at its | 


American Works in Cleveland re- 
cently. The employees, who have 
service records ranging from 25 
to 50 years and totaling 6425 
years, were awarded U. S. Steel 
Corp. service medals at cere- 
monies following the luncheon. 


Edward C. 
and Fred Y. Koenig, who received 


a gold 50-year medal. Both have | 


| been retired from the Newburgh 


| Wire Works, where they 


| pointed representative of 
American Nickeloid Company, 
Peru, Ill., to have charge of its 


were 
both inspectors of wire products. 
Also included in the group who 


received awards are several of- 
ficials of the company, among 
whom are H. B. Jordan, vice- 


president in charge of operations, | 
S. Dunlap, auditor, G. H. Rose, | 


chief engineer, H. J. Weeks, man- 


ager of safety, casualty and pen- | 


sions, P. T. Coons, manager of 
electrical wire rope and construc- 
tion materials sales, A. G. Mont- 


gomery, assistant chief engineer, 


and Donald Knepper, Cleveland 
district director of industrial rela- 


tions. 


COVERS CENTRAL N. Y. 
FOR AMERICAN NICKELOID 


Gilbert L. Wolfe has been ap- 


Schenectady, New York, 
and to cover central New York 


state for their pre-finished met- 
als. Mr. Wolfe was formerly em- 
Revere Copper and ‘the USHA. 


ployed by 


Fricker | 


the | nicians, 


office 





| Brass Company at Rome, N. Y., 
| and at New Bedford, Mass. 
| Mr. Wolfe will present to 

manufacturers in that area the 
| American Nickeloid line of pre- 
| finished metals, finishes of chro- 
|mium, nickel, copper or brass 
| electro-bonded to base metals of 
| steel, zinc, brass, copper, tin, or 
| aluminum. Its products are avail- 

able in sheets, strips, and in long 

continuous coils, as well as in in- 
| teresting corrugated and striped 
| patterns. 


| ————— 


USHA STANDARD WINDOWS 
CUT CONSTRUCTION COST 


Standardized wood windows 
and steel casements selected and 
recommended by United States 
Housing Authority technicians 
will save thousands of dollars this 
year in the cost of constructing 
low-rent public housing projects. 

Already 16,000 of these stand 
ard windows have been used in 
five USHA projects, and 6400 
with slight variations have been 
| installed in five other projects. It 
is estimated that the savings in 
cost of materials and expense of 
|installation average about $1.00 
‘per window. 
| The standards—seven sizes for 
wood double-hung windows and 
| five sizes for steel casements— 
were selected after careful study 
| of projects already constructed in 
| the USHA low-rent public hous- 
| ing program. In the opinion of 
| manufacturers and USHA tech- 

the sizes recommended 
| provide an adequate range for 
|such projects and meet all-day 
lighting requirements. Their use 
is not mandatory, as local hous- 
|ing authorities build their own 
projects, but is recommended by 











FOUR OF A KIND AT K.C.U. 








The four children of M. O. Newby, secretary of the Stowe Hard- 
ware & Supply Co., Kansas City, Mo., are attending classes at the 
University of Kansas City. Left to right are Bill Newby, 16, 
Mack Newby, 19, Sara Katherine Newby, 20, and Bill’s twin, 
Bob. The three boys, who are Eagle Scouts, are majoring in 
chemistry while their sister is majoring in economics. Each 
year for the past four years, at school’s close, Mr. Newby has 
sent them on long vacation tours and to date they have seen 
most of the United States. 
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The N.C.H.A. Convention 


(Continued from page 74) 


manufacturers to both engage in this 
effort believing such concerted action 
would produce results and offset the 
present government view that plated 
steel hardware is adequate because 
“it is easily replaced.” In this con- 
nection it should be mentioned that 
President Raymer, when expressing 
the association’s appreciation and 
his own for work during the past 
year accomplished by the officers and 
the executive-secretary announced 
that Mr. Dumbell had been ap- 
pointed a member of the Bureau of 
Standards Committee to work with 
government officials in connection 
with hardware specifications. 

Announcement of the plan for 
forming the American Society of 
Architectural Hardware Consultants 
was made by Howard MacCarthy, 
Jr., Baltimore, Md., who told of 
previous efforts to establish a “Build- 
ers’ Hardware Engineer Society.” 
which plan, he said, was abandoned 
because the term “engineer” was 
found inappropriate if not actually 
illegal. He stressed the advantages 
of the new society for dignifying 
the efforts of the experienced build- 
ers’ hardware man summing the 
salient points as follows: 

“First: To establish a standard of 
qualifications and to elevate the posi- 
tion of those engaged in the prepara- 
tion of specifications, estimating, de- 
tailing, and servicing of architectural 
builders’ hardware. Secondly: To 
work with the architectural and en- 
gineering professions for a sympa- 
thetic understanding of mutual prob- 
lems and in the interest of the 
building —_ construction industry. 
Thirdly: To establish a uniform code 
of ethics and to promote and main- 
tain such friendly cooperation among 
hardware consultants as will ad- 
vance their mutual interests and such 
other activities as may, from time to 
time, be deemed advisable.” 

The speaker explained the com- 
mittee work which had developed 
the present organization program, 
said the name of the group had been 
properly copyrighted and that mem- 
bers could use the letters “AHC” on 
cards, letterheads, etc., after their 
own names. He further explained: 

“We believe there is definitely the 
need of two strong organizations in 
the industry. The NCHA includes 
the broader field, taking in all types 
of builders’ hardware and as men- 
tioned before, there will be many 
eligible for membership in the as- 
sociation who will not be qualified 
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for membership in the society. There 
will be owners of businesses, jobbers. 
wholesalers, and retailers who em- 
ploy hardware consultants to man- 
age their contract departments and 
this, of course, makes the owners 
eligible for membership in_ the 
NCHA, but very probably they 
couldn’t qualify for the society. On 
the other hand, their employees, the 
architectural hardware consultants. 
would be members of the society 
rather than the association. The 
NCHA is for the firm—the society 
for the individuals. Then there will 
be hardware consultants in the em- 
ploy of hardware manufacturers who 
would not be eligible for member- 
ship in the NCHA but who will be 
eligible for membership in the so- 
ciety. 


Two Contributions 


“There are two contributions that 
the society will make to the contract 
hardware industry by establishing a 
standard of experience and knowl- 
edge before a person can qualify as 
a A.H.C. First: It should be of 
great assistance to a firm employing 
contract hardware men, etc. Secondly 

It should be of great help to the 
individual A.H.C. if seeking employ- 
ment. Thirdly—It should help to 
eliminate certain unfair competition, 
as mentioned before. 

“The builders’ hardware man, for 
many years, has been a badly abused 
and exploited individual. Under- 
paid—afraid of the architect 
afraid of the contractor—afraid of 
the boss, not realizing that his ex- 
perience and knowledge made him 
a very important cog in the ma- 
chinery of building construction. 
Today we know that the AHC is en- 


titled to remuneration and recogni- 


tion consistent with his knowledge 
and ability.” 

Elsewhere, in this issue, is a brief 
statement by Mr. MacCarthy, as 
president of the society which gives 
further details of interest to our 
readers. 

Wednesday morning, John H. 
Freeman, Detroit, Mich., discussed 
the need of some builders’ hardware 
training as a part of architectural 
training, urging the adoption of the 
HarpwareE AGE textbook as a stand- 
ard for such study. Said Mr. Free- 
man, in part: 

“For the past two or three years 
our association has discussed build- 
ers’ hardware as a part of archi- 
tectural college education. The de- 
sirability of such education is self 
evident. All of us engaged in the 
contract hardware business are woe- 
fully aware of the lack of under- 
standing of the use of builders’ 
hardware by architects in their prac- 
tice today. All of us know that if 
means could be found to convey to 
them more detailed information and 
a widespread appreciation of build- 
ing hardware results would be 
achieved that would be gratifying 
indeed. It would improve the qual- 
ity of hardware. bringing in line its 
functions in proper relation to the 
building, it would provide higher 
standard of materials and design, a 
consciousness of the importance of 
hardware itself, with a consequent 
increase in the consideration given 
it both as to method of purchase 
and time of purchase. 

“So we are concerned at this 
time with specific ways to achieve 
these aims. The traditional method 
of direct contact with practising 
architects only has not been as con- 
ducive to our aims as could be 
called wholly desirable. While we 
should not diminish our efforts in 
this channel (indeed we should in- 
tensify them) another source which 
has great possibilities for the propa- 

(Continued on page 108) 





MEMBERS OF THE BOARD OF DIRECTORS OF 
AMERICAN SOCIETY OF ARCHITECTURAL HARDWARE 
CONSULTANTS 


(Elected at Chicago, Ill., September 26, 1940, 
to serve during the ensuing year.) 


H. MacCarthy, Jr., president, Balti- 
more, Md. 

I. S. Eshleman, Ist vice-pres., New 
York City, N. Y. 

Paul Easby-Smith, 2nd vice-pres., 
Washington, D. C. 

Carl D. Himes, secretary-treas., 
Dayton, Ohio. 

L. J. Frohmiller, Cincinnati, Ohio. 

Robt. A. Culp, Youngstown, Ohio. 


John H. Freeman, Detroit, Mich. 
Jos. R. Raymer, St. Paul, Minn 

C. E. Figgins, Denver, Colo. 

Wm. H. Haase, Kansas City, Mo. 
Wn. E. Huffaker, San Antonio, Tex 
Jno. Worner, New Orleans, La. 
Jean F. Hart, New Britain, Conn. 
Ed. G. Hertle, Lansing, Mich. 

J. W. Ratz, St. Louis, Mo. 

B. D. Straughn, Minneapolis, Minn. 
M. H. Rodhan, Oakland, Cal. 
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Left to Right—L. P. Mentzer, Federal E li & St i Co.; B. M. Hiatt, Irwin Auger Bit Co.; L. L. Johnson, Harper & McIntire 


Co.; H. A. Taylor, ge Cordage Co.; George Dresser, The Carborundum Co.; E. W. Brown, Whitlock Cordage Co.; H. R. Hansen, 


The Barrett Co.; B. B. Wood, Wood Shovel & Tool Co. 


Herb B. Megran Elected President 


Hardware Golf Association 
George Macklin Wins Golf Championship 





PPROXIMATELY 300 manufactur- lin, Sager Lock Works, North Chicago, Colo.; secretary-treasurer, R. A. Sund- 
ers, wholesalers and their repre- Ill., won the Association championship. vahl, Corbin Cabinet Lock Co., and 
sentatives gathered at the Elms Hotel, There were 199 members playing in the Corbin Screw Corp., Chicago, Ill. 
Excelsior Springs, Mo., Sept. 19-21, for tournament. Directors elected for a term of three 
the 15th annual golf tournament of the Other officers elected for the Associa- years are: W. M. Baldwin, Rogers & 
Hardware Golf Association. Herb B. tion at its banquet, Saturday evening, Baldwin Hdwe. Co., Springfield, Mo.; 
Megran, Starline, Inc., Harvard, IIl., Sept. 21, are: Vice-president, John Owen Newby, Stowe Hdwe. & Supply 
was elected president and George Mack- Holmes, Holmes Hdwe. Co., Pueblo, (Continued on page 95) 


1—A. A. Chisholm, Griffin Mfg. Co.; E. G. Sibley, Nicholson File 
Co.; M. M. McCahill, Fayette R. Plumb, Inc.; H. J. Mokate, 
Carnegie-Illinois Steel Corp. 

2—Walter Dodge, Yale & Towne Mfg. Co.; Roy Bassett, Corbin 
Cabinet Lock Co.; Phil Snyder, Yale & Towne Mfg. Co. 

3—I. P. Gassman, Arcade Mfg. Co.; Burnham Hockaday, Russell. 
Burdsall & Ward Bolt & Nut Co.; L. M. Pinkston, Wyeth 
Hdw. & Mfg. Co.; Roy M. ae & Corbin Cabinet Lock Co.; 
Carl Benkert, Hillerich & Bradsby Co. 

4—M. R. Peck, McKay Co.; L. 8. Pickup, Stanley Works; Howard 
Elifeldt, Ellfeldt Hdw. Co.; Fred maniey, minnesu.a miniag 

Mfg. Co. 

5—J. A. Warner, Wyeth Hdw. & Mfg. Co.; R. P. Healy, Animal 
Trap Company of America. 

6—J. K. Werner, Wyeth Hdw. & Mfg. Co.; A. J. Eggleston, 
Richards-Wilcox Mfg. Co.; A. F. Larson, Larson Hdw. Co.; 
W. H. Fitch, Richards-Wileox Mfg. Co. 

7™—R. W. Louden, Louden Mfg. Co.; John Findeisen, American 
Fork & Hoe Co.; R. J. Schuler, Republic Steel Corp. 

8—Henry C. Darby, Inland Steel Co.; W. D. Kirkpatrick, Ameri- 
ean Chain & Cable Co.; J. M. Holmes, Holmes Hardware 
a ge V. Isham, Sheffield Steel Corp.; Bob Watkins, Elms 

otel. 

9—John J. Wallace, Clemson Bros. 

10—G. B. Richards, Richards & Conover Hdw. Co. 

11—Louis Whitlock, Whitlock Cordage Co. 

12—Frank H. Spink, Bunting Hdw. Co.; Mark A. Miller, Yale 
& Towne Mfg. Co.; Al H. Vos, Jr., Yale & Towne Mfg. Co. 

13—Spence Meister, golf pro; Bob Watkins, Elms Hotel. 

14—A. R. Wright, Connecticut Valley Mfg. Co.; Chris Junge, 
Witte Hdw. Co.; E. P. Altemeier, National Enameling & 
Stamping Co.; W. L. Hoschild, R. E. Dietz Co. 

15—P. H. Speaker, Jr., H. B. Sherman Mfg. Co.; N. T. Jacobs, 
Wood, Shovel & Tool Co.; Charles A. Anderson, Harper & 
McIntire Co.; B. E. Ericsson, Jr., Norton Door Closer. 

16—J. E. Woodmansee, Richards & Conover Hdw. Co.; R. V. 
Isham, Sheffield Steel Corp. 

17—H. Allen Hall, Ferry Cap & Screw Co.; Jack McCue, Russell 
& Erwin Mfg. Co.; Ray Cusack, Cusack & Harman; F. J. 
Daugherty, Richards-Wilecox Mfg. Co. 

18—D. V. Williams, Marshalltown Trowel Co.; John Wyeth II. 
Wyeth Hdw. & Mfg. Co.; W. M. Baldwin, Rogers & Baldwin 
— Co.; L. L. Oakes, Tru-Test Marketing & Merchandising 

orp. 

19—Paul Christiansen, Rock Island Railway; William C. Schole- 
— “Hardware World”; Howard C. Mull, Warren Tool 
orp. 

20—Henry 8S. Rice, Illinois Iron & Bolt Co.; P. M. Burgess, 
Federal Enameling & Stamping Co.; George Ische, Luther 
Getnder & Tool Co.; H. W. LaGanke, "National Screw & Mfg. 


21S. 0. Newby, Stowe Hdw. & Supply Co. 

22—Lee Murphy, Sager Lock Works. 

23—C. N. Turner, Atlas Tack Co.; Fred W. Pavey, Jackes-Evans 
Co.; W. J. Feddery, “Hardware Age”: Dietz Lusk, Henry 
Disston & Sons, Inc.; Robert E. Hertel, “Farm-Town Hard- 
ware.” 

24—Harry B. Curtis, Bridgeport Hdw. Mfg. Co.; B. H. Wilson, 
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Eberhard Mfg. Co.; W. G. Woodworth, Samson Cordage Works; 
D. P. Boydston, Northwestern Steel & Wire Co. 

25—Roy A. Slack, Huey & Philp Hdw. Co.; J. W. Anderson, 
Sheffield Steel Co. 

26—Henry Hoeynck, Shapleigh Hdw. Co. 

27—A. W. Gadd, John H. Graham & Co. 

28—A. D. Miller, Ethyl Gasoline Corp. 

29—J. J. English, National Screw & Mfg. Co.; Stan Hanssen, 
Hanson Scale Co.; Dick Sundvahl, Corbin Screw Corp.; W. 
ins em, Republic Steel Corp.; Thomas W. Hulsey, Star 

gz. Co. 

30—Charles J. Heale, “Hardware Age.” 

31—R. M. Parsons, Stanley Works. 

32—A. L. Scott, Corbin Screw Co.; A. D. Rice, Corbin Cabinet 
Lock Co.; A. E. Magnuson, Larson Hdw. Co.; Rod LaBelle, 
Kraueter Co. 

33—Frank Kane, American Steel & Wire Co.; R. J. Schuler, 
Republic Steel Corp.; R. L. Rockholz, Brown Camp Hdw. Co.; 
Theo. P. Young, Lufkin Rule Co.; Jules Kersten, Cordage 
Sales Co.; Len Finley, Union Fork & Hoe Co. 

34—H. H. Hargrave, Cincinnati Tool Co.; Frank J. Koch, Mec- 
Kinney Mfg. Co.; Alvin Wurzbach, Sargent & Co.; H. N. 
Campbell, McKinney Mfg. Co. 

5—R. E. Greenwood, American Chain & Cable Co.; Herb 
Megran, Starline, Inc. 

36—Bob Gates, Turner, Day & Woolworth Handle Co. 

37—Norman Andrus, Norton Door Closer Co. 

38—Frank L. Campbell, Fayette R. Plumb, Inc. 

39—M. H. Swanmann, manufacturers agents, Kansas City; Grant 
Wilson, Grant Wilson, Inc.; J. D. Crandall, American Steel & 
Wire Co.; Royal Sterling, “The Coleman Lamp & Stove Co.; 
Ole B. Bergersen, “Hardware Age.” 

40—C. L. Plummer, Minnesota Mining & Mfg. Co.,; Ed. Anderson, 
Knapp & Spencer Co.; H. B. Stone, Sheffield Steel Corp. 
41—Back Row—L. L. Dietz, Plymouth Cordage Co.; J. B. Sulli- 
van, Colorado Fuel & Iron Corp.; George Eckhardt, John H. 
Graham Co.; Phil Embury, Embury Mfg. Co.; John R. Earle, 
North Wayne Tool Co.; C. C. O’Neal, Carnegie-Illinois Steel 
Co. Front Row—Walter G. Tripp, Hendrie & Bolthoff Mfg. & 
Supply Co.; John D. Stodder, Cyclone Fence Co.; Edward B. 
Mullen, Carnegie-Illinois Steel Co.; L. E. Gilliard, Fayette 

R. Plumb, Inc. 

42—Hiram A. Myers, Thermoid Rubber Co.; George J. Macklin, 
Sager Lock Works and Barrows Lock Works. 

43—E. F. Williams, Atlas Tack Co.; John Wyeth, Sr., Wyeth 

Hdw. & Mfg. Co.; George Halpin, Minnesota Mining & Mfez. 


44—w. A. Culver, Isaac Walker Hdw. Co.; Rod Chamberlain, 
Stanley Works; Win Withington, American Fork & Hoe Co.; 
F. S. Earnshaw, U. S. Stamping Co.; Bert J. Clark, manu- 
facturers’ agent. 

45—William Girard, Richards & Conover Hdw. Co.; Georg 
Beaudine, J. Wiss & Sons Co.; A. Cameron, Wright & Wil- 
helmy Co.; Ben Leve, The Carborundum Co. 

46—E. B. Seidel, Seidel Mfg. Co.; Joe McHugh, Stanley Works; 
ne é Gibbons, Stanley Works; 8S. F. Morrison, Republic 

eel Corp. 
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ADVANCES 


Lamp cords. 


Cotton sash cord. 


Some brass, copper plumbing goods. 


Electrical cables. 


Some makes braided cotton clothes lines. 





Southern hoes American 
Fork & Hoe Co., Cleveland, Ohio, 
effective Oct. 10, served notice on 
its trade of the withdrawal of Aug. 
7 prices and terms on three num- 
bers of Southern hoes. Items in- 
volved are Panther grade Southern 
Meadow or Blackland hoes, long 
socket pattern, Nos. PSM06_ to 
PSMO010, also Texas cotton hoes, 
Nos. PT65 to PT95, and Cotton 
chopper hoes, Nos. PCC75_ to 
PCC95, inclusive. 

* * * 

Asphalt strip shingles 
Prices have been lowered by lead- 
ing makers on two styles of “square 
butt” asphalt multi-shingles. The 
10 x 36-inch strips, 210 lbs. to the 
square, are reduced to $4.95 per 
“square butt,” list (from $5.18), 
and the 124% x 36-inch, 266-lb. 
strips have been reduced (from 
$6.23) to $5.94 per square. Other 
items of shingles and roll roofings 
and building papers are unchanged. 
Prices are steadied by the consider- 
able rise in some of the materials 
costs in this field. 

* * * 

Copper products—There has 
been no further price rise in ingot 
copper or the leading copper prod- 
ucts since the half-cent rise of Sept. 
24, which affected sheets, wire and 
seamless tubing. These products 
remain % cent under their mid- 
winter “high” of last December and 
January, but they have recovered a 
full cent a pound from their August, 
1940, low. Many accessory prod- 
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ucts of copper and brass are affected 
in cost. and on Oct. 1 some makers 
of plumbers’ brass items—bibbs. 
faucets, etc.—withdrew old quota- 
tions, to be superseded by “mod- 
erate advances.” The various classes 
of electrical cables are firmer and 
are showing a slight price rise. 





ADVANCES 
EXPECTED 


Some lower price grades wall 


paper. 





Bolts and screw products 
Jobbers have been watching these 
lines carefully, and are convinced 
that the bolt makers “mean busi- 
ness” in their recent moves toward 
firm prices. Manufacturers have 
full order books, as their products 
contribute to many _ different 
branches of rearmament and indus- 
trial activity, and have every reason 
to hold their new quotation sched- 
ules announced in September. Mak- 
ers of machine screws are equally 
rushed and wood screw manufactur- 
ers are sharing, though not to quite 
the same degree, in the new flood 
of orders. 


* * * 
Cash discount on screws- 
American Screw Co., Providence. 


R. L., has reinstated its former pre- 
vailing 2 per cent, 10-day cash 
discount. 
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Leading wall pa- 
per makers are preparing their new 
patterns and sample books for the 
1941 season, and will shortly start 


W allpaper— 


soliciting orders. Few price changes 
are expected, although the lower 
priced grades may carry a small 
mark-up. 

* * *# 

Paint brushes—Because Chi- 
nese bristles are coming to this 
country in insufficient quantities, 
prompt deliveries of paint brushes 
continue to be difficult to obtain. 

* 8 # 

Weatherstrip — Sales of 
weatherstrip are at their active sea- 
sonal pace. Ordering is particularly 
heavy on bronze and hair-felt strip- 
ping. 

x * * 

Steel pipe—li will take a few 
weeks longer for the pipe mills to 
standardize fully on the 21-ft. 
lengths, which are to be the new 
regular, or base, length on mer- 
chant grades and sizes of galvanized 
and black pipe. When reserve stocks 
of the shorter or random lengths 
are moved out the new extras will 
be charged for 20, 18 and 16-ft. 
lengths, at advances, respectively of 
1, 1% and 2 discount “points.” Base 
prices on standard pipe are firmer 
than during the summer. Stability 
is helped by the larger order book- 
ings due to increased building every- 
where. 

* * * 

Sheet steel products—Quota- 
tions on sheets are firm. The de- 
mand is growing rapidly for gal- 
vanized flat and corrugated roofing 
sheets, aided by the activity in heat- 
ing and air-conditioning, in tempo- 
rary housing and industrial con- 





DECLINES 


Two styles “Square Butt” asphalt 
shingles. 

—_ grades, makes, socket shov- 
els. 
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PRICES 
WITHDRAWN 


Some grades of hoes. 





struction, and by federal agricultural 
storage projects. Grain bins of gal- 
vanized sheets are becoming a heavy 
investment of the Department of 
Agriculture, which uses them for 
storage of grain it has to take over 
under its plan for loans to farmers. 
Within a month the Department has 
contracted for 21,978 more of these 
bins, involving 26,000 tons of gal- 
vanized sheets. 
* * * 


Socket shovels Prices on 

socket shovels of various makes and 

grades were recently reduced about 

25 cents a dozen by some makers. 
* & & 


Lamp cords — Leading mak- 
ers recently advanced prices about 
five per cent on all types of lamp 


cords. 
a a 


Cotton sash cord, etc.—An 
advance of one cent per pound on 
cotton sash cord was announced by 
some makers on Oct. 1. There was 


a corresponding mark-up on some 


makes of braided cotton clothes 
lines at the same time. 
* * * 

The tool rush—Among_ the 


livest-selling items at present, re- 
ported by hardware wholesalers, 
aside from the strictly seasonable 
standbys, are tools of nearly every 
variety. The tool demand has gained 
swiftly, and not alone in those in- 
dustrial where the most 
strenuous preparedness activity has 
arisen. All parts of the country 
seem to be busier in building, and 
in the repairing or extension of pres- 
ent facilities. Tool plants are ex- 
tremely busy—many of them running 
far behind orders despite overtime 
work—and the shortage of me- 
chanics’ and precision tools is be- 
coming very troublesome to trade 
distributors. 


sections 


* * * 


Holiday More 
than in any previous season, and 
earlier, the hardware stores are 
planning for the holidays with lib- 
eral orders for wheeled goods, toys 
and gift items. High-grade c!ec 
trical home appliances, also pottery 
ware and toys in the better-priced 
brackets, are superseding the cheap- 
er lines tried out in former seasons. 
Toy manufacturers report being 10 
to 75 per cent ahead of last year in 


merchandise 





States comprising regions in these charts: 
New England—(Conn., Maine, Mass., N. H., R. 1., Vt.) 


Middle Atlantic—(N. J., N 


- Wes Pa.) 
East North Central—(Ill., Ind., Mich., Ohio, Wis.) 
West North Central—(lowa, Kan., Minn., Mo., Neb., N. D., 8. D.) 
South Atlantic—(Del., D. C., Fla., Ga., Md., N. C., 8. C., Va., W. Va.) 
East South Central—(Ala., Ky., Miss., Tenn.) 
West South Central—(Ark., La., Okla., Texas) 
Mountain—(Ariz., Colo., Idaho, Mont., Neb., N. M., Utah, Wyo.) 


Pacific—(Calif., Ore., Wash.) 
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Boost Sales 
With This New 
Low Cost Netting! 


The new U.S. 4 in| Poultry Net- 
ting provides dependable chick-tight 
fence protection at a NEW LOW 
COST. Baby chick-tight at the bottom, 
poultry-proof all the way up, it combines 
the advantages of closely spaced fabric 
with the economy of wider mesh net- 
ting. The seven lower line wires are 
only 5/8-inch apart. The remaining 
line wires are graduated (at intervals) 
as follows: | inch, | 3/4 inches and 
2 inches. 


U.S. 4 in | is woven with straight 
parallel line wires joined by the famous 
U. S. LOCK-TWIST. It rolls out flat, 
cuts easily and without waste, stretches 
perfectly, requires no top-rail, no base- 

board. Made of Cop- 
pes-Bearing Steel 
Wire, hot zinc gal- 
vanized. Furnished 
Galvanized Before 
or After Weaving in 
24, 36, 48, 60 and 


LOCK-TWIST 72-inch widths. 


WEAVE 


U.S. 4 in | is produced by the makers of 
U. S. STRAITLOK, the original straight-line 
netting, and U. S. HEXLOK, the improved hex- 
agon mesh fabric. All are readily available from 
representative jobbers. Ask your jobber or write 
direct for complete information! 


INDIANA 


STECL & WIRE CO. 


MUN <¢ E IN 
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You can see why they sell so fast. Newest 
Air Flow design, construction and combus- 


tion, Has everything. 


Now in 2 Sizes 


No. 2 Air Pilot «+ 


No. 1 Little Air Pilot 





Embury Mfg. Co.,Warsaw, N.Y. 








FOLLOW THE ELEPHANTS 
TO PROFITS 





IRON GLUE SALES are jumping fast 
since the introduction of the new, brilliant 
red, yellow and black “elephant” cans. 
They have what it takes to make shoppers 
stop, look and buy. And they’re advertised 
regularly to your customers in Life, Satur- 
day Evening Post and other national 
magazines. Sizes from 14-pint to 1-gallon, 
priced right. Ask your jobber, or write, 
giving your jobber’s name, for full details. 
THE McCORMICK SALES CO. 

420 Light St., Baltimore, Md. 

In Canada address: 


McCormick & Co. (Canada) Ltd. 
Toronto, Ontario 







AN ELEPHANT FOR STRENGTH 
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sales, and that they are already 
oversold on many items. Many feel 
that 1940 will be the “best ever” 
year in the toy industry, and urge 
that late buyers get in orders at 
once and take shipment early, while 
stock may yet be available. 


* * * 


Nails and wire—Wholesalers 
report that new business in nails, 
barbed wire, and fence wire has in- 
creased sharply in the past few 
weeks, with the demand for nails 
likely to continue very active through 
the winter, due to the heavy 
construction requirements. Defense 
projects are now beginning to call 
for nails in all sections, and both 
mill and wholesalers’ stocks have 
recently been considerably reduced. 

* * # 


Radios — cameras Hard- 
ware distributors are freshening 
their stocks with the latest radio 
models for pre-Christmas selling. 
Popular new sellers are the midget 
portable “personal” radios, and the 
home-recording sets, both table and 
console types. Cameras are improv- 
ing rapidly in compactness, com- 
pleteness and performance, and 
should be good sellers during the 
gift season. 

” oa * 

Bicycle production More 
bicycles were built last year than 
in any previous year for which rec- 
ords are available reports the 
Bureau of the Census, U. S. Depart- 
ment of Commerce, Washington, 
D. C., a total of 1,252,029 being 
reported for 1939. From 1904 to 
1933 production reported for census 
years fluctuated, ranging from a 
high of 486,177 in 1923 to a low 
of about 225,000 in 1921. The 1935 





report, however, showed a sharp 
increase with 656,828 bicycles man- 
ufactured. This figure was approxi- 
mately double the 1933 total. For 
1937 a total of 1,130,736 bicycles 
was reported. 

* * 


Barlow & Seelig sales—Au- 
gust, 1940, Speed Queen washing 
machine sales were the largest in 
the company’s history in dollar vol- 
ume. Electric washer unit sales 
were 40.5 per cent ahead of August, 
1939, as compared to an industry 
increase of 13.15 per cent. Gas 
engine washer sales for August, 
1940, were 12.6 per cent greater 
than August, 1939. 


&® @ ® 


Home refrigerator sales — 
Household refrigerator sales of 202,- 
209 units in August were the largest 
ever recorded for that month, and 
double a year ago. The 14 manu- 
facturers reporting to the national 
association report also that the in- 
dustry’s sales for the eight months 
ended with August totaled 2,273,369 
units, against 1,677,914 units in the 
similar period of last year. The 
Kelvinator division of Nash-Kelvi- 
nator Corp. announced that up to 
Oct. 1 the division is more than 
doubling its 1939 business, and that 
this year the firm will manufacture 
more electric refrigerators than in 
any of its 27 years. 

* + * 


Vacuum cleaners — Sales of 
vacuum cleaners during August to- 
taled 110,867 units, as compared 
with 96,601 units in August, 1939, 
an increase of 14.7 per cent, accord- 
ing to the Manufacturers Associa- 
tion. During the first eight months 
of 1940 a total of 1,136,489 units 


The Hardware Age Blackboard 





Stock-sales ratios are percentages obtained by dividing the cost value of stocks by 


sales of an identical group of firms. 
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Collection percentages are obtained by dividing the collections on accounts during the 
month by accounts receivable outstanding at the beginning of that month for an identical 
group of firms. 


were sold as against 879,543 units in 

the corresponding period of 1939, a 

very notable gain of 29.2 per cent. 
* *& 

Hardware prices — With the 
general price structure’ getting 
firmer it is notable that price ad- 
vances are few and moderate in 
hardware and allied lines. There 
appears to be a determination against 
unnecessary advances. Many of the 
price adjustments have been made 
by restoration of regular published 
schedules. 

* * * 

Industrial indicators — The 
Associated Press index of industrial 
activity advanced again in the Sept. 


28 week into new high ground for 
the last decade. The barometer, 
based on 1929-30 rates as 100, rose 
to 113.9, from 109.8 a month ago, 
and 106.3 a year ago. 

American railroads reported 822,- 
434 cars of revenue freight loaded 
during the week ending Sept. 28, the 
best record since Oct. 28, 1939. 

Electricity production in the week 
ended Sept. 28 rose to an all-time 
high of 2,669,000 kilowatt-hours. 
This was a gain of 8.11 per cent 
over the corresponding 1939 period. 

In the Oct. 5 week, American 
automobile production increased to 
105,153 units, compared with 76.095 


a year ago. 


The Hardware Golf Ass’n 


Tournament 


(Continued from page 90) 


Co., Kansas City, Mo.; Charles A. An- 
derson, Harper & McIntire Co., Cedar 
Rapids, Iowa; A. J. Eggleston, Rich- 
ards-Wilcox Mfg. Co., Chicago, Ill.; J. 
W. Patterson, American Steel & Wire 
Co., Cleveland, Ohio, and E. P. Alte- 
meier, National Enameling & Stamping 
Co., Milwaukee, Wis. 

There are 12 holdover directors, six 
of whom will serve two years and six, 
one-year terms. Serving two years are: 
H. H. Kuehlke, Richards & Conover 
Hdwe. Co., Kansas City, Mo.; R. A. 
Slack, Huey & Philp Hdwe. Co., Dallas, 
Tex.; L. M. Pinkston, Wyeth Hdwe. & 
Mfg. Co., St. Joseph, Mo.; George H. 
Halpin, Minnesota Mining & Mfg. Co., 
St. Paul, Minn.; D. V. Williams, Mar- 
shalltown Trowel Co., Marshalltown, 
Iowa, and W. D. Kirkpatrick, American 
Chain & Cable Co., Bridgeport, Conn. 

Serving one year are: Ward Walker, 
Isaac Walker Hdwe. Co., Peoria, III: 


OCTOBER 17, 1940 


Henry Hoeynck, Shapleigh Hdwe. Co.. 
St. Louis, Mo.; R. L. Rockholz, Brown- 
Camp Hdwe. Co., Des Moines, Iowa; 
J. C. Shepherd, Sheffield Steel Co., Kan- 
sas City, Mo.; Win Withington, Ameri- 
can Fork & Hoe Co., Cleveland, Ohio, 
and R. J. Williams, Ray-O-Vac Co., 
Madison, Wis. 

The Past Presidents’ Trophy was won 
by George H. Halpin, Minnesota Min- 
ing & Mfg. Co., St. Paul, Minn., and 
George Roth, Shapleigh Hdwe. Co., St. 
Louis, Mo., won the Hardware Retailers’ 
Cup for low net score in the qualifying 
round. Other winners were: Class A, 
I. P. Gassman, Arcade Mfg. Co., Free- 
port, Ill.; Class B, William Hochschild, 
R. E. Dietz Co., Evanston, Ill.; Class C, 
Harry R. Hansen, The Barrett Co., St. 
Louis, Mo.; Class D, H. G. Woodworth, 
Samson Cordage Works, Boston, Mass.; 
Class E, C. N. Turner, Atlas Tack Corp., 
Chicago, Tll., and Class F, Frank Koch, 
McKinney Mfg. Co., Chicago, Ill. 











SPRING 
WING 


PAIN 


TOGGLE BOLTS 
“CLICK” WITH 

















EASIER TO SELL 


There are extra profits waiting for 
you in this fast selling, widely ad- 
vertised line of Toggle Bolts that 
meet every requirement for secure 
anchorage in hollow material. The 
Spring Wings are easily compressed 
with the fingers and automatically 
spring to an anchoring position when 
slipped through bolt hole. Ask your 
Jobber TODAY and write for com- 
plete catalog. 

FREE--NEW PAINE Toggle Bolt 
Clamp that takes all of the head- 
aches out of Toggle Bolt installa- 
tion and cuts installation time '/2. 
it will increase your Toggle Bolt 
sales and profits. Simply send name 
of your Jobber and Clamp will be 
mailed to you FREE. 


THE PAINE CO. 











2963 CARROLL AVENUE CHICAGO, ILL. 





am NEW 


THE MOST EXCEPTIONAL 
BUYS EVER OFFERED ... 


NEW 
HAND DRILLS 


To Retail at 79c 


Customers recognize these hand 
drill values immediately. And 
no wonder. They're precision 












tools built of finest 
materials. 
Compare these drills 


with any on the mar- 
ket at any price. 


No. 18—Solid handle hand 
drill measuring 12/2” 
over-all with a 3/2” gear, 
one knob for a handle 
and the other knob on 
gear, with a two piece 
1%" chuck with a capac- 
ity of 4%”. 

No. 19—Same as No. 18 
but with hollow handle. 
No. 21—Breast drill mea- 
suring 102” over-all. 
Other specifications same 
as No. 18. 


Ask about our complete line of 
Popular Priced Household 
Tools: Ratchet Screw Drivers, 
Hack & Coping Saws, Hand 
Drills, Pocket Screw Driver 
Sets and Carded Screw Driv- 
-e 


‘UTILITY 
"i HARDWARE CORP. 
\.0 915-323 Berry St,, Brooklyn, N.Y, 
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New and Improved Merchandise—Display Helps—Sales Literature— 


Desk Tape Dispenser 

This desk dispenser and roll of 
“Scotch” Cellulose tape is packed in 
a green-and-silver gift carton as _ illus- 





trated. Santa Claus display card, 
printed in three colors, is offered for 
use with the unit. Minnesota Mining & 
Vig. Co., St. Paul, Minn. 


“Magic Skin” Doll 


Has head of hard plastic material 
with body and legs in one continuous 
piece of a soft, washable and flexible 
plastic substance. Doll has “sleeping” 
glass eyes and real hair lashes and is 
waterproof. Toes and fingers may be 
flexed into any position. Dolls stand 
20 in. high and list at $6.00 and up, 
depending upon clothes. Each is packed 





in an individual box. Ideal Novelty & 
Toy Co., Inc., 200 Fifth Ave., New 
York City. 


Xmas “Flashlight Bar” 


A sales department in itself, it can 
be moved to various spots in the store. 
A colorful display, holding 11 new Win 
chester flashlight styles, it stands 54 in. 
high, and, after Christmas, the holiday 
display card at the top may be lifted 
out and a timely card inserted. Also 
displays bulbs and batteries and_ is 
equipped with a bulb and battery tester. 
Holds stock in the rear. Offered free 
with purchase of deal No. 18 consisting 


BIVE 2-7 
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HI-POWER® 
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qeur Hoshlight has 


BATTERIES 





of 18 selected lights and 96 No. 1511 
Hi-Power tolded, plastic Super Seal 
unit cells. Winchester Repeating Arms 
Co., Division Western Cartridge Co., 
New Haven, Conn. 





Plumb Tool Kit 


Contains basic tools needed in the 
home plus compartments for nails, 
screws, fuses, washers, etc. Kit has 





convenient carrying handle and _ con- 
tains the following tools: leader nail 
hammer; 4-in. alloy steel screw driver; 
all-work file; 6-in. slip joint pliers, and 
friction tape. Suggested retail selling 
price of the kit is $1.98. A _ colorful 
window-counter display card comes 
packed in each case of six tool kits. 
Fayette R. Plumb, Inc., Philadelphia, 
Pa. 


The National Glove Co., Columbus, 
Ohio, is offering its “Eezy Wear” gloves 
with each package encircled by a band 
or Christmas seal, such as was pro- 
vided last year. 
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for Retail Hardware Stores 


Outdoor Xmas Lights 


Noma Electric Corp., 55 W. 13th St., 
New York City, offers outdoor Christ- 


mas; lights, with sockets, wire and con- 





nectors a single molded unit of sun- 
resistant rubber. Edge of socket is 
said to grip lamp firmly, sealing out 
moisture. Has snap-on device in base 
of socket to make it easy to fasten 
lamps on branch of tree. Available 
with seven or 15 lights. The company 
also has available an attractive Xmas il- 
luminated window and counter display 
card and a new 1940 catalog on decora- 
tive lights. 


Vertical Sundial 


Makes an unusual and attractive dec- 
oration of outdoor walls with southern 
exposure as well as being a practical 
outdoor timepiece. It is adaptable to 


IT MATER THAN YOU THINK 
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Window Trims—New Packages—New Colors—Catalogs 


daylight saving time or any of the 
standard times and can be combined 
with decorative figures when a large 
wall is to be decorated. Numerals are 
of cast aluminum, enameled _ black. 
Various parts can be nailed directly to 
any wooden surface or may be cemented 
to stone or brick. Sundial with panel, 
$7.50; with panel of masonite, painted 
white, $10.00. Mottoes are extra at 35 
cents per letter used. Garret Thew 
Studios, Westport, Conn. 


Door Knocker Display 


The Russell & Erwin Mfg. Co., New 
Britain, Conn., for holiday merchandis- 
ing, offers this door knocker display 
board along with a special deal. Deal 
consists of any size, inexpensive knocker 
shown or a selection of any size knocker 





mounted on the red display board, along 
with one each of the knockers shown, 
packed in individual gift boxes. Empty 
boxes accompany this deal in a size to 
accommodate the mounted knockers so 
that they may be removed and sold. 





Clock Display 

This lithographed, mulberry and sage- 
green display card is designed to serve 
as an attractive nucleus for a counter 





display. When set up, it is 24 in. wide 
by 17 in. high. Shelves are 3% in. 
deep. Each separately packed display 
contains proper hangers for the kitchen 
clock. Warren Telechron Co., Ashland, 
Mass. 


*“Handee” Xmas Package 


To sell the “Handee Tool of 1001 
Uses,” the Chicago Wheel & Mfg. Co., 
1101 W. Monroe St., Chicago, IIl., is 
making available to dealers attractive 
17 by 22 in. posters with easel backs, 
suitable for window or counter display. 
Colorful Christmas wrappings are also 
being used in packaging all “Handees.” 
These wrappings may be easily removed 
after the holidays and the “Handees” 
put back in regular stock. 
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CHROME FACE 
“LEADER” STEEL TAPES 


SAGINAW, MICHIGAN 


TAPES . RULES 





New York City 


PRECISION TOOLS 


Christmas Tree Display 


The Ingersoll-Waterbury Co., 9 Rocke- 
feller Plaza, New York City, is offering 


| this Christmas display with an assort- 


AM INGERSOLL FO 





ment of its fastest selling models. The 
various watches in the deal are fastened 
to the display, while the colorful Santa 
Claus 1s holding the new sweep second 
pocket watch in his hand. Also for the 
holiday season, the company is making 
available a new Mickey Mouse watch 


| deal, No. 1189, with a colored display 
| featuring Mickey Mouse and Donald 


| Duck. 


One of each watch in the assort- 
ment is mounted on the display when 
it reaches the dealer. Dealer’s cost, 
$11.89; retail value, $17.00. Included 
are three chrome finished wrist watches 
with leather straps, one with black cord 
band, one gold-plated wrist watch and 
one Mickey Mouse-Donald Duck pocket 
watch. 


Christmas Catalog 
The Geo. Worthington Co., 802-832 


| St. Clair Ave., N. W., Cleveland, Ohio, 
| has issued the 1940 edition of its Christ- 


| Dexter 


mas catalog, a 350-page volume of toys 
and holiday merchandise. This book is 
70 pages larger than the 1939 edition. 
The new edition, a gayly bound volume, 





shows Christmas decorations; photo- 
graphic supplies; games, fall and win- 
ter sport goods; wheel goods; house- 
furnishings; silverplated ware; cutlery; 
clocks and watches; luggage; Christ- 
mas tree outfits; radios; electric wash- 
ers, ironers and ranges; electrical ap- 
pliances; gas ranges and heaters; fire- 
place furniture, and gift-packaged tools. 
A special insert contains an order blank 
for colorful and decorative holiday dis- 
play material including banners, posters, 
garlands, wreaths, tinsel, etc. 


Gillette Gift Packages 


Gillette Safety Razor Corp., 15 W. 
First St., Boston, Mass., offers free 
goods with its complete line of six new 
gift packages priced to retail from 98 
cents to $2.87. The new Milord one- 
piece gold Tech razor is introduced in 
gift packages. Nos. 4 and 5. Also in- 
cluded in the group for the first time 





is an AutoStrop gift package retailing 
at $1.29. All are packed in attractively 
styled boxes. One set is given free 
with each dozen of any one kind of set 
purchased. 





Dexter Window Trim 
Christmas window trim offered by The 
Co., Fairfield, Iowa, includes 
two large Santa Claus Dolls with elec- 
tric eyes; three small dolls; one Cello- 
phane bag for the Dexter double tub 
washer: one Cellophane bag for the 


Dexter single tub washer; and one set 
of special Christmas window cards. 
Dealers may purchase a lesser quantity 
of the dolls and Cellophane bags than 
illustration. The 
without 


are shown in_ the 


window cards are supplied 


charge. 
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Tool Gift Package 


This matched set of four hand garden 
tools has been developed specially for 
the holiday season by The Union Fork 
& Hoe Co., Columbus, Ohio. It is 


packaged in colorful Christmas dress | 


with a container designed as a counter 
display. Set consists of a trowel, hand 


weeder, spading fork, and warren hoe, | 


plus the 120-page book, “Better Gar- 
dening.” a 25-cent item included free 


Bieter Tools 





| 
| 








Xmas Display Kit 

Consists of a specially tailored Cello- 
phane covering and large red Cello- 
phane ribbon bow. Fits all “Everhot” 
rectangular models. Included on all 
“Everhot” Deluxe roasters until Christ- 
mas will be an attractive Santa gift dis- 
play card featuring the turn-a-knob 
cover opener. The display kits are avail- 
able from the company or from whole- 
salers at a nominal charge. Swartz- 
baugh Mfg. Co., Toledo, Ohio. 


with each set. Sets come boxed and 
wrapped in Christmas paper, complete 
with red and silver Cellophane and each 


box inserted in separate mailing carton. 








Chrome Gift Assortment 


No. 5925 —includes 16 fast-seiling, 
popular-price chrome gifts at a low flat 


rate. Included in the deal is an attrac- 
tive counter display to identify the 
store as an “Evercraft” retailer. Items 


are: V-shaped cracker rack and com- 
panion piece, a rack; three 
crumber sets; two candy plates and two 


toast 


bon bon baskets; three olive leaf tid- 
bit servers; two lotus leaf trays; a col- 
oted earthenware and chrome salt and 
pepper set and its companion piece, a 


similar combination in a cream-sugar | 


set; an assortment of eight burro and 
elephant ash receivers; two gondola 
bread boats; a walnut and chrome 
smoker’s set; and three butter plates. 


Everedy Co., Frederick, Md. 
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COPPER POINT is 


an EXTRA BIG 
SELLING POINT! 


| @ Those who want a SOLDERING 
| IRON for repairing autos, radios, 
kitchenware, electric connections, 
toys, farm equipment or anything 
else will appreciate the EXTRA 

LARGE COPPER point of Peer- 

less Electric Soldering Irons. 
Peerless means concentrated heat, 
economy, faster work, longer life, 
and a cool handle. 





PEERLESS Soldering Irons are 
wriced from $1 to $3.75, (Retail). 
hey are attractively boxed in 
three-colored cartons. Five-color, 
Metal counter display rack helps 
you sell. 


PEERLESS NOVELTY CO. 





GRAND HAVEN, MICHIGAN 


Send complete information on Peerless Elec- 
tric Soldering Irons and Metal Display Rack. 


NAME 


ADDRESS 
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This new floor display stand is 
just what you need to get a real 
assortment of dust pans and mail 
boxes out where they get atten- 
tion — Out where your customers 
can see, handle and buy them. 
That means sales you will miss if 
these items are hidden on shelves 
or under the counter. No more 
pulling down and replacing on the 
shelves! 

This display assortment includes 
sales leaders in the complete 
Patent Novelty line. Sixteen 
dust pans—eight with long han- 
dles and eight with short handles. 
Rubber or steel edged models in 
assorted colors to match any dec- 
orative scheme. Mail Box assort- 
ment is equally complete, low 
priced items as well as luxurious 
models. 

The attractive display stand, 
furnished without charge, is de- 
signed for use on floor or in win- 
dow displays. Extra Rigid con- 
struction. 

This striking reminder will ma- 
terially boost your sales of dust 
pans and mail boxes. 

It Nets You More Than 50% Profit On 
An Extremely Low Investment ! 


PATENT NOVELTY COMPANY 


Fulton, Ilinois | 


305 Eighth Avenue 
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“Big Ben” Display 

This is one of the Christmas displays 
offered by Westclox Division of Gen- 
eral Time Instruments Corp., La Salle, 


a 
BIG BES 


Ill. Other displays are for the “Clip- 
Easel” watch and pocket and wrist 
watches. 
Seymour Smith Sales Aids 
Seymour Smith & Son, Inc., Oakville, 
Conn., is issuing its 1940-1941 catalog 
and sales manual of pruning tools, 
hedge and grass shears. A feature of 
the catalog is a condensed summation 
on each page of the most important 
selling points of the tools. Advertising 
helps and dealer advertising mats are 
illustrated in the back of the book, and 


Stanley Gift Packages 


Stanley Tools, New Britain, Conn., has 
selected 10 popular tools as ideal gifts 
for those who work with wood and has 
packaged them in “Birchcraft” boxes to 
make attractive counter and window 
displays. The company states the tools 
are quality items. They are No. 100 
Plus 16-oz. nail hammer; set of three 
“Stanloid” butt chisels, %, % and 1 








a self-addressed postcard is included 
for convenient ordering of this promo- 
tion material. The company has also 
issued a complete set of catalog pages 
for jobbers’ salesmen. These pages 
closely follow the layout of the catalog. 


Hanson Scale Display 


This five-color display holds out for 
customer-inspection an actual Hanson 
“apartment model” No. 735 bathroom 
scale. The display is 19 in. wide by 20 
in. tall and can be used on counter or 





in window. It is offered free with an 
order of four or more scales. Hanson 
Scale Co., 510 N. Ada St., Chicago, IIl. 


in.; hand drill; block plane; combina- 
tion square; set of three socket chisels, 
1%, %4 and 1 in.; set of four composition 
handle drivers; direct reading steel 
rule; “Bailey” bench plane, and elec- 
tric soldering iron. These are available 
separately or in assortment No. XI, con- 
sisting of one each of the 10 tools. 
Dealer helps include a window streamer, 
display card, and newspaper mat folder. 
Consumer circulars are also available. 
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Revere Gifts 


Two of the fastest selling gift items 
in the copper clad stainless steel kitch- 
enware line of Revere Copper and 





Brass, Inc., Rome, N. Y., are the No. 
1598, a drip coffee maker with a ca- 
pacity of eight cups, to retail at $8.50, 





and the No. 1510 coffee server to be 
used at the table, capacity 10 cups, to 
retail at $5.50. 


DeLuxe “‘Halo-Lites” 


This electrically illuminated candle 
set has crystal-clear plastic disks sur- 
rounding each electric lamp. The disks 
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are specially designed to pick up and 
reflect the light with a neon-like halo 
glow that is visible when viewed from 
either side. Made with one, two, three 
and seven candles, with a halo for each 
individual candle. Sets range in height 
from 17% in. to 24 in. Finish is two- 
tone ivory and silver. Holly spray is 
silver with red berries. Royal Electric 
Co., Inc., 85 Grand Ave., Pawtucket, 
R. I. The company has issued a color- 
ful 1940 catalog of Christmas lighting 
equipment. 


G-E Christmas Package 


The General Electric Co., Appliance 
and Merchandise Department, Bridge- 
port, Conn., has created a special Christ- 
mas package merchandising plan for 
its dealers presenting 101 G-E selling 
ideas. The campaign is built around 
two slogans, “For the Practical Person 
With a Sentimental Side,” and “It’s 
Easy to Stay Young Electrically.” The 
ideas offered include advertisements 
with copy and layout planned for the 
dealer ; suggested window displays; spe- 
cial gift wrappings; effective selling 
sentences; merchandising ideas that 
have been used successfully by stores; 
and posters, window streamers, folders, 
radio spot announcements, price tags 
and special Christmas letterheads. These 
ideas are presented in an _ attractive, 
easy-to-read red and green _ booklet 


folder. 


Christmas Packaging 


Hillerich & Bradsby Co., Inc., Louis- 
ville, Ky., is offering its set of four 
Grand Slam woods and set of 10 Louis- 
ville Lo-Skore irons in special holiday 
wrappings. A heavy Cellophane bag, 
44 in. long, 14% in. wide and 3% in. 





il : 





deep is inverted and slipped down over 
the panel display package. An attrac- 
tive, four-color decoration and greeting 
appears on the front of the bag. Rib- 
bon is of red Cellophane and ends of 
the wrapping are secured with mask- 
ing tape. 


| 





| 
| 

















Here's the Easiest Way to 
Become an Expert in 


BUILDERS’ HARDWARE 


You can become an expert Builders’ 
Hardware man by training yourself at 
home with the only Builders’ Hardware 
Text Book ever published. 


Out of 
BUILDERS 


HARDWARI 
vy 


" 
apos #.BROM wet 


It brings you everything you need to 
know about this basic hardware line 
and the most profitable ways to sell it. 
A complete home study course for only 
$3.00. 

ORDER YOUR COPY NOW 


mate THis courpon TOaooOARY 


HARDWARE AGE 
100 East 42nd St., New York, N. Y. 


Send me........copies of "TAKING THE 
MYSTERY OUT OF BUILDERS' HARD- 
WARE" by Adon H. Brownell. | will pay 
postman $3 each, plus a few cents postage. 
(Canada and Foreign Countries $3.50.) 


NAME “er ‘ oe 


ADDRESS 


(J Check here if you enclose payment, in 
which case we pay postage. 
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“Androck” Holiday Packaging 





To enable dealers to capitalize on hol- 
iday gift sales The Washburn Co., Wor- 
cester, Mass., and Rockford, IIll., ha: 
selected specialty items in the “And- 
rock” line which had gift appeal and 
packaged them in special Christmas 
wrappings. The company has absorbed 
the cost of preparing all items for gift 
sales so that they will retail at popular 
prices, with no extra cost to wholesalers 


-MIAMI- 


BATHROOM CABINETS 
AND ACCESSORIES are 


SALES LEADERS 


IAMI’S dominating leader- 

ship in bathroom cabinet 
sales is the result of special- 
ization on a single line of qual- 
ity products over a period of 
two decades. Miami produces 
over 140 cabinet models— 
three complete accessory 
lines. Nationally advertised. 


GET YOUR SHARE OF BUSINESS 


in every price class—Write for 
Catalog HA. 


a handsome mir T= 


or retailers. These items are the No. 2 
beater and bowl set; No. 49 and 59 
uniform nut meat chopper; No. 38 
stainless steel onion chopper; No. 383 
triple flour sifter; No. 373 Handi-Sift 
flour sifter with three screens and the 
No. 372 with two screens; the No. 484 
Deluxe model egg beater; No. 702 plas- 
tic base necktie rack, and the No. 125 
flower pot tray. 











Single Panel 
Venetian 
Set in wall, this 


model resembles 





ror. Cabinets | 
have adjustable 
plate glass 
shelves, stainless 
steel shelf sup 
ports, two tooth 
brush racks, 
razor blade drop 
Madeintwo 
sizes 





= 








+ } 








MIAMI CABINET DIVISION - 


THE PHILIP CAREY COMPANY 








MIDDLETOWN, OHIO 
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“Mirro” Xmas Suggestions 


Aluminum Goods Mfg. Co., Manito- 
wac, Wis., is featuring for the holiday 
season its eight and 12-cup all-alumi- 





num vacuum coffee makers, hot biscuit 
server and full-recipe cooky press. A 
brilliant display card is available to 
dealers and also newspaper mats and a 
four-color business reply postcard. 


Improved Screw Driver 

No. 129—has blade, bar and head 
forged in one piece. Handle is of hard 
wood. Sturdy 5/32-in. passes through 


the ferrule, handle and blade to keep 
blade from turning in handle. The 
James J. Ryan Tool Works, Southing- 


ton, Conn. 





Children’s Vehicles 


The 1941 “Rollfast” velocipedes, 
chain-drive Tri-bikes, Playcycles, and 
Cub Cycles are now ready for immedi- 
ate shipment for holiday sales. Veloci- 
pedes and Tri-bikes are tubular through- 
out with long-wearing ball-bearings at 
driving points. _Double bar frames, 
giant size hubs and hub caps, steel axle 
housings, knee clearance handlebars, 
steel step plates, and tangent bicycle 
spokes are other features. Playcycles 
and Cub Cycles are offered in a wide 
variety of models, optional colors, and 
the new  puncture-proof, semi-pneu- 
matic balloon tires. D. P. Harris Hdw. 


& Mfg. Co., Inc., 99 Chambers St., New 
York City. 





HARDWARE AGE 























Non-Commercial Windows 


Build Christmas Good Will 


(Continued from page 58) 


to look forward to. We consider 
them a contribution made in the 
Christmas spirit to our customers 
and the surrounding communities. 
They have been so successful that 
we realize we get more direct and 
indirect business from these dis- 
plays, free from the usual items of 
Christmas merchandise, than we 
would by filling the windows with 
holiday items. Last year literally 
hundreds of people from miles 
around came to see our Three Wise 
Men and The Nativity.” 

As to the construction of these 
windows Mr. Denison says, “The 
Three Wise Men on their camels, 
painted in the characteristic col- 
ors of the East, are journeying 
toward Bethlehem. The star shines 
brightly over the sleeping little 
town in the distance. The back- 
ground for this scene was painted 
a deep blue and our window reflec- 
tors were dimmed to give a real 
effect of a clear night sky. In the 


other window I arranged the scene 
in the stable with Mary and Joseph 
with the Child lying in a mange: 
while the animals looked on in 
awe and wonder. I think that this 
window was particularly effective. 
All the figures in both windows 
were cut out of 34-in. wallboard 
and painted with ordinary flat tint 
pigments. Everything, used in 
these displays, save the hay in the 
stable, is sold in our store.” 

Mr. Denison says, “Many new 
customers mentioned the windows 
when they visited us to make pur- 
chases. The advertisement used in 
the local papers the two weeks 
prior to Christmas simply tied in 
the store of the Three Wise Men 
and The Nativity by saying that 
in the spirit of that Christmas 
story we wished all our patrons 
and friends the satisfaction which 
comes from trying to live the spirit 
of the story. We invited all to 
visit us and inspect the windows.” 


Eye-Catching Decorations Increase Traffic 
(Continued from page 31) 


advertising was used exclusively 
to promote Christmas business 
and the opening ads appeared at 
this same time. 

The suggestion, “Practical 
Gifts for Christmas,” was featured 
in all windows installed during 
this period and evidently a great 
many people followed this sugges- 
tion by purchasing a greater vol- 
ume of this type of merchandise 
than in previous years. 


Colorful banners and pennants 
suspended from wires made up the 
overhead decorations in the store. 
Each banner offered a different 
gift suggestion, but all stressed 
that practical items be given. Star- 
spangled ropings in Christmas 
colors were made into a simple 
lighting unit decoration which did 
not interfere with the general il- 
lumination throughout the estab- 
lishment. 


Do You Understand 
U.S. Standard Symbols? 


OU can determine the proper 

designations for 27 of the 
more popular U. S. Standard fin- 
ishes by consulting the Compara- 
tive Chart of Builders’ Hardware 
Manufacturers’ Finishes in the 
book, “Taking the Mystery Out of 
Builders’ Hardware,” by Adon H. 


Brownell. The chart appears as 
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part of Chapter 14 of this valu- 
able book published by HaRpwarE 
Ace. The de luxe first edition will 
cost you but $3 cash with order, 
or can be sent you C.O.D. plus a 
small delivery charge. In Canada 
and foreign countries the cost 
of the book is $3.50, cash with 


order. 








Yes, Sir! Premax 


SOLID STEEL RODS 


Have Everything Needed 


To Clinch The Sale! 


For sales appeal: Balance! 
Strength without weight! De- 
sign! Finish! And their special 
high-carbon, oil-tempered steel 
blades can take it and snap right 
back where they belong. 


TWENTY rods—SIX distinc- 
tive handles—and a competition- 
beating price range from 25 
cents to $1.50. 


Also THREE new Reelrods— 
and TWO folding Landing Nets 
that are HOT numbers! 


Send For Bulletin No. 4101 


And Prices 


A complete line to meet the 
growing demand for low-priced 
but dependable solid steel rods— 
featuring cork, wood and live 
rubber detachable handles, genu- 
ine agatine guides. Write today. 


remax roduc 





4101 Highland Ave., Niagara Falls, N.Y. 
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Hardware Dealers Don’t Like 


the “Early Thanksgiving” Idea 


eee 


raged throughout the United States 
in 1939 when the President of the 
United States proclaimed Nov. 23 
as Thanksgiving day instead of the 
traditional last Thursday of that 
month. Suggested for the purpose of 
lengthening the pre-Christmas shop- 
ping season, the idea was approved 
by the governors of 25 states, but 
the governors of the other 23 states 
proclaimed November 30 (the last 
Thursday of the month) as Thanks- 
giving. Hardware dealers in the 25 
states observing “early Thanksgiv- 
ing” last year very definitely prefer 
celebrating that day on the tradi- 
tional last: Thursday of the month, 
which will be Nov. 28, this year. 
While there were many objections 
on sentimental grounds there were 
also dealers who found that business 
was not materially improved as the 


_result.of the so-called “early Thanks- 


giving.” 

Inquiries sent out by Harpware 
AcE to dealers in the “early Thanks- 
giving” states that, on the 
basis of their 1939 experiences, with 
the early Thanksgiving idea, 53 per 
cent of the replying dealers definitely 
favor observing the traditional last 
Thursday of November as Thanks- 
giving. Forty-one per cent of the 
dealers favor the “early Thanksgiv- 
ing”—Nov. 21 for 1940. About 6 
per cent of the hardware merchants 
indicated that they had no prefer- 
ence for 1940. From Mississippi sev- 
eral dealers reported that although 
the Governor of Mississippi had pro- 
claimed Nov. 23 as’ Thanksgiving 
many communities, including their 
own, had disregarded that proclam- 
mation and celebrated “Turkey Day” 
on the last Thursday of the month. 

As to the effect of the advanced 
Thanksgiving on store traffic, about 
33-1/3 per cent of the replying 
dealers indicated favorable results, 
whereas the balance maintained that 
Christmas buying traffic was not no- 
ticeable right after the early Thanks- 
giving. Less than 28 per cent of the 
dealers found that business during 
the week following their 1939 
Thanksgiving was sufficiently better 


show 
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than in 1938 to suggest important 
Christmas buying going on. 

Asked whether their Christmas 
promotion budgets were larger, be- 
cause of the advanced Thanksgiving, 
than it would have been had the tra- 
ditional Thanksgiving been observed, 
only 27-7/20 per cent of the dealers 
stated that their budgets had been 
increased. These increased budgets 
ranged from slight increases to as 
high as 25 per cent, although in- 
creases of 10 per cent or less were 
in the majority. As to the effect of 
the early Thanksgiving on _pre- 
Thanksgiving business in lay-aways 
and advance Christmas business, 60 
per cent of the dealers said business 
of that type, for that period, was 
about the same as in 1938. Only 





19-1/10 per cent of the stores found 
lay-away demands and interest in 
advance Christmas offerings better in 
1939 than in 1938, during the period 
prior to Thanksgiving. Business of 
this type was found to be lighter in 
20-9/10 per cent of the reporting 
stores. Slightly more than 6 per cent 
of the dealers reported having their 
formal Christmas openings prior to 
Thanksgiving, slightly less than 93 
per cent of the stores holding their 
formal openings after Thanksgiving. 
The earliest Christmas opening was 
Nov. 10, while the latest was Decem- 
ber 17. 

That there was no great enthusi- 
asm, on the part of hardware dealers, 
for an early Thanksgiving, either for 
sentimental or business reasons, is 
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POUGHKEEPSIE, N. Y. 





VERYWHERE, in all homes, more and more people are using 
“ACME” Ball Bearing Casters. This constantly increasing 
demand makes “ACMES” a profitable item for any hardware 
dealer. “ACMES” roll quietly and smoothly in every direction. 
They roll on floors and floor ceverings. Modern in design and 
attractively finished. Stock and seli “‘“ACMES”—the Quality casters. 


THe ScHatz MANUFACTURING Co. 




































AUGER BITS will sell and make mone 
you! There's a place for this handy, all-pu 


Forstner Bit operates in any direction re 
less of grain or knots, leaving a clean, pol 


saw or lathe tool. Ideal for  scallo 
mortising, pattern and scroll work. 


For machine boring, Forstner Bits are made 
sizes ranging from %” to 3” diameter. For 
boring there are 21 sizes ranging from 4” to 
diameter. These bits may be purchased singly 


’ORR 1 N Bee « 2 N race 
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by a circular rim instead of a center, 


| 
FORSTNER | 


y for 
rpose 


boring tool in the shop of every woodworker, 
cabinet maker and home craftsman. Guided 


the 
gard- 
ished 


surface. Will perform many _ operations 
commonly done with chisel, gouge, scroll 


ping, 


in 33 
hand 
144” 


or in 


sets of 9, 11 and 17 bits each. Write for catalog. 


Log PROGRESSIVE MEG. CO 





UT 





Our extensive line of ready toe nail Horse, Mule, 

and Bronce shoes is growing in popularity. They 

fit the average horse wit 

feetly balanced and shaped 

weldi calks. Nall holes are clean, correctly 
, and spaced. Tough, strong, long wearing. 


— Write for information. — 





















evidenced by the fact that normal 
late November promotions were held 
about the usual time by 95 per cent 
of the stores. Twenty-three and one- 
half per cent of the dealers believe 
that they lost some normal Novem- 
ber business as the result of the 
early start on Christmas promotion, 
whereas 75 per cent of the dealers 
felt that they were not losers as a 
result. The balance of the replies 
indicated that the dealers did not 
know how the early Thanksgiving 
had affected normal November busi- 
ness. 

Forgetting sentimental reasons for 
not favoring an early Thanksgiving, 
nearly 67 per cent found that the 
idea had been of no material benefit 
to their stores whatsoever. Those 
stores that found the advanced holi- 
day of material benefit and those 
which found merely a slight benefit 


were exactly even, each group num- 
bering slightly over 16 per cent of 
those replying. Not quite 53 per cent 
of the dealers definitely indicated 
the desire for celebrating Thanks- 
giving on Nov. 28, 1940, the last 
Thursday of the month, in line with 
tradition. Forty-three and one-third 
per cent indicated their preference 
for the so-called early Thanksgiving. 
Nov. 21, 1940. Less than 6 per cent 
of the dealers did not care what was 
the date or time of Thanksgiving. 
Last year’s adherents of the so- 
called “early Thanksgiving” num- 
bered 25 states, whereas 28 have def- 
initely indicated that the next to the 
last Thursday will be observed as 
Thanksgiving this year. Governors 
of 14 states have indicated that they 
will proclaim the traditional last 
Thursday of November as Thanks- 
giving for their states. Two states, 





STATEMENT OF THE OWNERSHIP, MANAGEMENT, CIRCULATION, ETC., 
REQUIRED BY THE ACTS OF CONGRESS OF AUGUST 24, 1912, 
AND MARCH 3, 1933 


OF HARDWARE AGE, published bi- 
weekly at Philadelphia, Pa., for 
October 1, 1940. 

State of New York, County of New 
York, ss. 

Before me, a Notary Public in and 
for the State and county aforesaid, 
personally appeared Charles J. Heale, 
who, having been duly sworn accord- 
ing to law, deposes and says that he 
is the Editor of HARDWARE AGE 
and that the following is, to the best 
of his knowledge and belief, a true 
statement of the ownership, manage- 
ment (and if a daily paper, the cir- 
culation), etc., of the aforesaid pub- 
lication for the date shown in the 
above caption, required by the Act 
of August 24, 1912, as amended by the 
Act of March 3, 1933, embodied in 
section 537, Postal Laws and Regula- 
tions, printed on the reverse of this 
form, to wit: 

1. That the names and addresses of 
the publisher, editor, managing editor, 
and business managers are: Publisher, 
Chilton Company, Inc., 100 East 42nd 
Street, New York, N. Y.; Editor, 
Chas. J. Heale, 100 E. 42nd Street, 
New York, N. Y.; Managing Editor, 
none; Business Manager, George H. 
Griffiths, 100 E. 42nd Street, New 
York, N. Y. 

2. That the owner is: (If owned 
by a corporation, its name and address 
must be stated and also immediately 
thereunder the names and addresses 
of stockholders owning or holding one 
per cent or more of total amount of 
stock. If not owned by a corporation, 
the names and addresses of the in- 
dividual owners must be given. If 
owned by a firm, company, or other 
unincorporated concern, its name and 
address, as well as those of each in- 
dividual member, must be given.) 

Chilton Company, Inc.: C. A. Mus- 
selman, 260 Sycamore Ave., Merion 
Station. Pa.; F. C. Stevens (deceased), 
325 West End Avenue, New York 
N. Y.; J. 8S. Hildreth, 63 Overhill 
toad, Bala-Cynwyd, Pa.; G. H. Urif- 
fiths. 165 Montclair Ave., Montclair, N. 
J.; Charlotte M. Terhune, 160 E. 48th 
St.. New York, N. Y.; John Blair 
Moffett, 1608 Walnut Street, Philadel- 
phia. Pa.: Wm. A. Barber, 185 Summit 
Lane, Bala-Cynwyd, Pa.: C. S. Baur, 
76-66 Austin Street, Forest Hills, 
N. Y.; J. H. Van Deventer, 12 Phil- 
lipse Place, Yonkers, N. Y.; P. M. 
Fahrendorf, 19 Tunstall Rd., Scars- 
dale. N. Y¥.: Dorothy S. Johnson. 1327 
N. Greenway Drive, Coral Gables, 
Fla.; Anne E. Tomlinson, c/o Bankers 
Trust Company, P. O. Box 492, Grand 
Central Annex, New York, N. Y.; 
Fthel G. Breen, Trustee u/w of 
Charles W. Anderson, 51 East 42nd 
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St., New York, N. Y.—Beneficiaries: 
Robert C. Anderson, Percival E. 
Anderson, Charles W. Anderson, Jr., 
Annie L. Clark; John Blair Moffett, 
1608 Walnut Street, Philadelphia, Pa 
—Agent for J. Howard Pew, J. N 
Pew, Jr., Mabel P. Myrin, Mary Ethel 
Pew; Elizabeth J. Bailey and Ellwood 
B. Chapman, Trustees Estate of 
James Artman, Deceased, 930 Real 
Estate Trust Building, Philadelphia, 
Pa. — Beneficiaries: Frank Artman, 
Vera Watters, Alvin Cc. <Artman, 
Elizabeth J. Artman, Marion A. Pratt, 
George H. Pratt, by assignment, Ed- 
win Moll, by assignment; Bankers 
Trust Co. and Wilfred T. Pratt as 
trustees u/w of Eugene Sly F.B.O. 
Beulah B. Sly, P. O. Box 704, City 
Hall Station, New York, N. Y. 

3. That the known bondholders, 
mortgagees, and other security hold- 
ers owning or holding 1 per cent or 
more of total amount of bonds, mort- 
gages, or other securities are: (If 
there are none, so state.) None. 

4. That the two paragraphs next 
above, giving the names of the owners 
stockholders, and security holders, if 
any, contain not only the list of stock- 
holders and security holders as they 
appear on the books of the company 
but also, in cases where the stock- 
holder or security holder appears 
upon the books of the company as 
trustee or in any other fiduciary rela- 
tion, the name of the person or cor- 
poration for whom such trustee is 
acting, is given; also that the said 
two paragraphs contain statements 
embracing affiant’s full knowledge and 
belief as to the circumstances and con- 
ditions under which stockholders and 
security holders who do not appear 
upon the books of the company as 
trustees, hold stock and securities in 
a capacity other than that of a bona 
fide owner; and this affiant has no 
reason to believe that any other per- 
son, association, or corporation has 
any interest direct or indirect in the 
said stock, bonds, or other securities 
than as stated by him. 

5. That the average number of 
copies of each issue of this publica- 
tion sold or distributed, throvgh the 
mails or otherwise, to paid subscribers 
during the twelve months preceding 
the date shown above is (This in- 
formation is required from daily pub- 
lication only.) 

CHARLES J. HEALF. 
Editor. 

Sworn to and subscribed before me 

this 30th day of September, 1940. 

Mae A. Gatzenmaier. 
My commission expires March 30, 
1942. 





whose governors have made no def- 


inite decision, indicate that the 
“early Thanksgiving” will likely be 
proclaimed by themselves. Three 
governors who have not made defi- 
nite decisions are inclined to name 
the last Thursday as “Turkey Day.” 
One state, whose governor has not 
made any decision as yet as to this 
year’s observance of Thanksgiving, 
proclaimed the _ traditional last 
Thursday as Thanksgiving for his 
state in 1939. The governor of one 
state for which no announcement is 
yet available will, if guided by last 
year’s observance in that state, name 
the “early” date—Nov. 21, this year. 


States Whose Governors Have 
Indicated Thanksgiving for 
November 21 


Alabama Missouri 
Arizona Montana 
California Nebraska 
Colorado New Jersey 
Delaware New Mexico 
Dist. of New York 
Columbia North Dakota 
Georgia Ohio 
Idaho Oregon 
Illinois South Carolina 
Indiana Texas 
Louisiana Utah 
Maryland Virginia 
Minnesota West Virginia 
Mississippi Wyoming 
States Whose Governors Have 


Indicated Thanksgiving for 
November 28 


Arkansas Nevada 
Connecticut Oklahoma 
Florida Pennsylvania 
lowa Rhode Island 
Kansas South Dakota 
Massachusetts Tennessee 
North Carolina Vermont 


States for Which Thanksgiving 

Date Has Not Been Set and Date 

Which Governors Say Will Be 
Probable Date 


November 28 November 21 


Maine Kentucky 

New Hampshire Michigan 

Utah 

States Which Observed Early 


Thanksgiving But For Which No 
Date Has Been Named for 1940 


Washington 


States Which Observed Thanks- 

giving Last Thursday of Month 

in 1939 But For Which No Date 
Has Been Named For 1940 


Wisconsin 
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The New Steeamline 
“Simplex” Spring Butt-Hinge 
(No Hanging Strip 
Required) 

Designed to har- 
monize with modern 
architectural require- 
ments, they are as 


modern as the newest 
Streamline train. 


They combine the 
beauty of modern de- 
sign with simplicity 
of application. 





Type BUT9001 


These and other features of proven ad- 
vantage give strong sales appeal. 


~~-(CHICAGO)— 
SPRING HINGES 


LOOK FOR THE TRADE MARK 








Chicago Spring Hinge Company. 
CHICAGO NEW YORK 
U.S. A. 








“Youre + Boss-this 


MERCHAN 


ISER explains 


the big increase in our 
wick sales.” 


When you give your 
trade ‘‘Flamemaster’’ you 
give them the highest 
grade ‘‘rock weave’’ ob- 
tainable. Note ‘‘open”’ 
weave which permits free 
flow of oi! to flame edge 
and prevents excessive car- 
bon. 


DISPENSER FREE 
with these 
SPECIAL DEALS 


DEAL No. {—400 ft. 
Flamemaster branded 
Wick in 4 rolls of 100 ft. 
each. Widths %”, 1”, 
1%", 1%”. 
Merchandiser FREE 
(original sale eon. F.o.b. 
Jobber’s warehouse. 
Dealer's net ..... $8.75 
DEAL No. 2—Same as 
No. 1! but contains 2 
100-ft. %” rolls and 2 
100-ft. 1%” rolls. 
Valuable Free Dealer Aids 
Included in Both Deals 





Reg. U. S. Pat. Off. 


ASBESTOS WICK 


THs new and better way of merchan- 

dising wick will boost YOUR wick 
sales to top figures—just as it has done 
for thousands of other dealers. 

The reason is clear — Flamemaster 
Merchandiser puts your wick stock in 
the spotlight. Drags it out of the dark 
corners and displays it on your counter, 
where prospective wick customers can 
see it! 

Stove Guide on front enables you to 
serve your customers with speed and ac- 
curacy. No chance for mistakes—every 
foot marked for size. All-metal — 
durable. Attractively lithographed in 3 
colors. Keeps your stock in minimum 
space—and keeps it clean. 

Flamemaster is also furnished in car- 
tons, in cut-to-fit sets, for all burners. 


Write us if your jobber can't supply you 


TRIPLEWEAR, PATERSON, N. J. 


All Triplewear Products Sold Exclusively Through Hardware Jobbers. 





Follow the LEADER 
In “Want Ad” Advertising— 


In every trade there is always a leader. In 
the Hardware Trade it is Hardware Age. 
Classified as well as National advertisers 
have found it out. 


Year after year HARDWARE AGE has led 
its field in the volume of classified as well 
as display advertising. Its classified col- 
umns bring together buyer and seller, em- 


ployer and employee. 
Those who contact the hardware trade 
know from experience that HARDWARE 


AGE is the logical medium to use to secure 
RESULTS from their classified advertising. 


HARDWARE AGE 


Classified Opportunities Dept. 


100 East 42nd St., New York City 














iT’'Ss A 


MIRACLE 
GRASS SHEAR 


PERFORMANCE 


ASK KEISER OF READING, PA. 


SALES 


DON’T BUY 
UNTIL YOU SEE IT! 


tN 
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The N.C.H.A. Convention 


(Continued from page 89) 


gation of fine builders’ hardware has 
been sadly overlooked. I refer to 
the students in our architectural col- 
leges throughout the country who 
one day will be our best customers. 

“Nothing has been done in the 
way of hardware to attract the at- 
tention of these future architects and 
indeed nothing has been done what- 
ever in conveying to them in their 
studies information that would be 
helpful to them in their practice. 
Here is an untouched field for meri- 
torious endeavor on the part of our 
association. 

“It is a matter of considerable 
importance to us the results of which 
could be far-reaching. It is not 
something to adopt casually but 
rather it is something to which much 
thought and organization must be 
given before attempting, thoughts as 
to the time and effort and expense. 
But it is definitely certain that any- 
thing that will tend to improve the 
industry and to enhance the quality 
of the products thereof is entitled 
to our sincere and whole-hearted 
support which indeed it must have 
to survive.” 

I. J. Fairchild, chief, Division of 
Trade Standards, U. S. Department 
of Commerce, Washington, D. C., 
present as a guest-observer, spoke 
briefly in approval of the work being 
done by the NCHA and added his 
approval to Mr. Freeman’s talk on 
the desirability of builders’ hard- 
ware training for architects saying 
that the Harpware AGE textbook 
would serve efficiently for such edu- 
cational work. 

Bringing the viewpoint of the 
architect, Carl A. Erickson, an of- 
ficial of the American Institute of 
Architects, said that men in his pro- 
fession sorely needed the data, aid 
and advice of builders’ hardware 
men and that it was the duty and 
opportunity of the NCHA to “force” 
manufacturers to adopt a_ single 
numbering system, perhaps using 
U. S. specifications. This plan, he 
said, would greatly simplify the 
hardware problems of the architect 
particularly if producers went a step 
further and provided interchange- 
able parts. Architects had been 
playing policemen, a job he said 
they would gladly turn over to build- 
ers’ hardware men. 

An optimistic view of the building 
outlook was brought to the conven- 
tion by Thos. S. Holden, vice-presi- 
dent, F. W. Dodge Corp. He said 


private construction contracts have 
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run continuously ahead of last year, 
each month, since January and that 
the weekly figures of the FHA give 
further evidence of a large continu- 
ing volume of private residential 
building program throughout the 
rest of 1940 and well into 1941. A 
more extensive report on his talk 
will be published in our next issue, 
dated October 31, 1940, as we be- 
lieve many of our readers will ap- 
preciate more of his message than 
space in this issue permits. 

The convention was summarized 
Thursday morning by M. E. Wyckoff, 
president, Hardware World, who 
high-lighted the important points 
brought out by the various speakers 
emphasizing the progress toward bet- 


ter industry harmony that had been 
brought about since the formation 
of the NCHA and stressing the need 
for continuing to realize the need 
for more profitable operations in the 
handling of builders’ hardware con- 
tracts. Mr. Wyckoff also, appro- 
priately reminded the convention of 
the frequent references made, by 
speakers, to the need for more edu- 
cational activities among young 
builders’ hardware recruits and the 
importance of some program that 
will encourage architects to have a 
better appreciation of good hard- 
ware. 

The closing feature of the conven- 
tion was the annual banquet on 
Thursday night. The architectural 
hardware consultants held two or- 
ganization meetings during the 
NCHA convention as reported else- 
where. 





THE AMERICAN SOCIETY OF ARCHITECTURAL 
HARDWARE CONSULTANTS 


A statement by Howard MacCarthy, Jr., 
president of this newly formed 
organization. 


In Chicago on Sept. 26, 1940, there 
was founded the American Society of 
Architectural Hardware Consultants, an 
organization founded with the idea of 
accomplishing the following: 

1. To establish a standard of qualifi- 
cations and to elevate the position of 
those engaged in the preparation of 
specifications, estimating, detailing, and 
servicing of Architectural Builders’ 
Hardware in all its branches. 

2. To work with the architectural and 
engineering professions for a sympa- 
thetic understanding of their mutual 
problems and in the interest of the 
building construction industry. 

3. To establish a uniform code of 
ethics and to promote and maintain 
such friendly cooperation among hard- 
ware consultants as will advance their 
mutual interests and such other activi- 
ties as may, from time to time, be 
deemed advisable. 

Qualifications for membership will be 
as follows: 

1. Charter Members: Any individual 
having not less than twelve years of 
satisfactory experience in the prepara- 
tion of specifications, estimating, detail- 
ing, and servicing of contract builders’ 
hardware in all its branches, and who 
is recommended by two members of the 
Board of Directors of the National Con- 
tract Hardware Association will be eli- 
gible for charter membership, provid- 
ing such application is made in writing 
not later than six months after an- 
nouncement of the official organization 
of this society. Initiation fee for char- 
ter members will be $10.00, which in- 
cludes the cost of pin and certificate. 


2. Regular Members: Applicants for 
membership must have at least eight 
years of experience in the preparation 
of specifications, estimating, detailing, 
and servicing of contract builders’ hard- 
ware. Applicant must have written let- 
ters of recommendation from his present 
or last employer and from two archi- 
tects who are registered in their respec- 
tive states or who are members of the 
American Institute of Architects. Appli- 
cant must be able to write a compre- 
hensive and satisfactory hardware speci- 
fication from a test set of plans which 
will be prepared for this purpose. Ap- 
plicant will then be required to lay 
out and schedule for manufacture the 
hardware as called for by this speci- 
fication. Applicant must be prepared to 
answer a written quiz on subjects per- 
taining to architectural builders’ hard- 
ware. Examination will be conducted 
under supervision as later directed. 

Initiation fee for regular members 
will be $25.00, which includes the cost 
of pin and certificate. $10.00 will be 
returned to applicant if he fails in his 
examination. 

3. Dues for society have been estab- 
lished as $5.00 per year, payable annu- 
ally or semi-annually. 

Applications for membership or fur- 
ther information, can be secured from 
the office of the president, Mr. Howard 
MacCarthy, Jr., 15 W. Franklin Street, 
Baltimore, Md., or from the secretary- 
treasurer, Mr. Carl D. Himes, 315 S. 
Main Street, Dayton, Ohio, or from any 
of the directors. 

It is hoped that everyone eligible for 
their charter or regular memberships 
will make application so that this 
society will be truly representative of 
the trained and experienced architec- 
tural hardware consultants throughout 
the country. 
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Make this big aid to Fall clean-up 
“CLEAN-UP” PROFIT FOR YOU 


Watch your sales climb the minute you introduce ‘‘the 
successor to the wheelbarrow’’ in your vicinity. One 
happy user tells another . . . and your profits grow 
Everyone recognizes the labor saving possibilities of 
the ‘‘Handi-Cart’’ immed ately. It ends tiresome stoop 
ing .. weight tugging shoulder strain. <A _ child 
can handle it. 


Masers - HANDI-CART” 











PAT. 
PEND. 





Send for !* sturdily built of sheet steel 2 SIZES 
F l to give years of service. Wide 7 
older rupber tires save lawns and 4- 5 

ow Climinate noise. Handles maxi 2 cu. ft 


mum loads with surprising ease 
If your jobber cannot supply 75 
write direct to factory for de- bd 
scription and trade discount. 

3 2 cu. ft: 


MASTERS PLANTER CO. 
4029 W. Lake St. Chicago, Ill. 


















Color Telis Size—Eye-Appealing—Sales Getting. 5-Unit 
Cartons—Attractive Compact 7-Color Display Box Free 
With Every 50 Fuses. 


Ask your Jobber for 
COLORTOPS 


MILWAUKEE WISCONSIN. 





gives you | 
and yourcustomers 


Harness hardware gets kicked 
around more by farmers than 
anything else they own. Sub- 
ject to dirt, abuse and every 
element of the weather, harness 
hardware has to be tough. 
Toughest of all is Imperial—a 
50-year old line built to last 
longest under these conditions. It’s 
heavy, rugged hardware, finished in 
athoroughly workmanlike manner. Lead- 
ing dealers, everywhere, prefer it for these 
qualities. Specify this famous line from your 
jobber It costs no more. 


mperial Bit and Snap Co., Racine, Wisconsin 






















Want a Good Position? 


The quickest and surest way of securing a 
good position is through the Classified Oppor- 
tunities Department of Hardware Age. 


Hardware Age will put you in touch with 
Hardware’ concerns who want help and look 
for it in the Trade-paper that reaches the 
greatest number of readers. 


Send your copy with remittance to 


HARDWARE AGE 


Classified Oportunities Dept. 
100 East 42nd St.. New York City 









SELL 


SURE-FLUX 





Yo Ib. 
Spool 


5 lb. I Ib. 
Spool Spool 


Also available in 10 Ib., 25 Ib. and 


50 Ib. Spools. 
@ur Guarantee 


| SURE-FLUX Acid and Rosin Core Solder is 


manufactured of 40% Virgin tin and 60% 
Virgin lead, according to A.S.T.M. Class A 
specifications. 

We have been making core solder 
exclusively for 15 years. 


GET THIS DISPLAY 


FOR YOUR COUNTER— 


Each dozen House- 
hold Cans is pack- 
ed in this attractive 
carton. Your jobber 
has it. 


An EXTRA 20% 





Every Time 


ACID & ROSIN 
CORE SOLDER 


When you sell SURE-FLUX, every 


solder sale means an extra 20% 


for your cash regis- 
ter. Why? Because 
SURE-FLUX costs 
you from 15% to 
25% less than other 
brands... yet retails 
for the same price. 
So get behind SURE- 
FLUX today... and 


ring up an extra 20% 
with every sale. 














New York Solder Co., Inc. 
15 Crosby Street 
New York, N Y 


Carry the 


Cél. 









PROFITS ARE LARGER 
SELLING THE LEADER 


torch customers are sure 


to buy because they know the name: 


C & L Torches are as strong and 
sturdy as they look. This explains their 
accepted leadership and great sales for 
over half a century... 
ber salesmen about C & L Torches. 


Ask your job- 


CLAYTON & LAMBERT 


MFG. CO., 


Detroit, 


alia 








AQ, a 


Tane-Marked ROPE 
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The world’s most modern cordage plant, where Columbian 
Rope is made, uses only controlled quality fibre which is water- 
proofed and lubricated by the exclusive Columbian process 
This is but typical of the care that is taken in every operation 
to make Columbian Rope as good as rope can be made 


COLUMBIAN ROPE COMPANY, AUBURN, "The Cordage City’ N. Y. 
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DENISTON 
“Leed Seat? NAILS 


Drive Screw Shank gives powerful 
etip. Lead under the head and down 
the shank plugs hole around the nail 
to form weather-proof lead seal. Nail, 
lead and sheet solidly locked together 


by “bump”... Send for samples. 
4840 South 


The DENISTON Co, Wszters Axe. 









10¢ 
} Cards 


TPS) ie 
_ WOOD JOINERS ” Bulk 


THEY PULL—CLINCH—HOLD 


The outstanding fastener fer making, 
sereens, garden furniture, frames, ete - we 


Ask Your Jobber 
SUPERIOR FASTENER CORPORATION 








5224 N. Clark S#. Chicego, tii. 








STEEL BRICK HODS 


Have been used 
for years 
because of 
their strength 
and lightness. 
All steel 


Prices Will Interest 


The Cleveland Wire Spring Co. 
E. 36th St. and Hamilton Ave. 







22” x10" 


Briek x7” deep 








* @ CLEVELAND,OHIO @® ¢ 





Kew Daisy Waterers 
for HOGS and POULTRY 
ALSO SHAW and DAISY 


CALF WEANERS 
BEST FOR 25 YEARS 


Write fer FREE Circular Mird. By 
QUINN WIRE & IRON WORKS 


BOONE, OWA, USA 


KEY BLANKS 


OF EVERY DESCRIPTION 


3 


Catalogue on Request 


GRAHAM MFG. CO. 


Dept. w 


Derby, Conn., U. S. A. 














You'll find REAL 


Sales Representatives 
advertising in the 
Sales Accounts Wanted 
Columns 
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The “WHO MAKES IT ?”’ issue of HARDWARE AGE 


enables you to quickly locate sources of supply and helps 


you answer many questions regarding brand names, 


products, etc. 


Fort Myers, Fla.: Who makes A 
and B Flat Clarinets with 17 keys 
and 6 rings? Franklin Hardware 
Company. 


ANSWER: C. G. Conn, Ltd., Elk- 


hart, Ind. 
*% * * 


Cincinnati, Ohio: Where can we 
buy Properts mahogany shoe cream? 


Hyde Park, Hdwe. Co. 


ANSWER: Salomon & Phillips, 
460 4th Ave., New York City. 


* * * 


New Canaan, Conn.: Who makes 
snow plows for use on automobiles? 
Murry’s Hdwe. 


ANSWER: Baker Mfg. Company, 
Springfield, Il. 


Claypool, Ind.: Who makes the 
Shunk plows? Claypool Lumber & 
Coal Co. 

ANSWER: Shunk Mfg. Company, 
Bucyrus, Ohio. 


* * 


Framingham, Mass.: Who makes 
the Anchor Brand harness snaps? 
Margus Kennel Supply Co. 

ANSWER: North & Judd Mfg. 


Company, New Britain, Conn. 
* * * 


Frederick, Md.: Who makes the 
Anticor corn razors? Seeger & Com- 
pany. 

ANSWER: Edgar E. Kahn, Inc., 
20 W. 22d Street, New York, N. Y. 


HARDWARE AGE 














xE 
[ps 


es, 


the 


ny, 


kes 


»s ? 


fg. 


the 

















Information regarding sources.of supply as provided readers of 
HARDWARE AGE by the “Who Makes It?” editor is here pre- 
sented as an aid to others in the trade who may be seeking the 
same articles. The inquiries reproduced have been selected be- 
cause of their general interest to hardware merchants and buyers. 
This editorial feature in each issue supplements the service ren- 
dered by the “Who Makes It?” issue. When writing to the firms 
mentioned, state that you secured your information from the 


HARDWARE AGE Directory Number. 


Quincy, Fla.: Who makes the Aero- 
Pak luggage? Shaw Hdwe. Co. 


ANSWER: Independent Trunk & 
Bag Co., Petersburg, Va. 


> = <= 


Linden, N. J.: Who makes the 
Elton panic bolts? Koenig Hdwe., 
Inc. 

ANSWER: Elton Hdwe. Co., 93 
Lafayette Street, Newark, N. J. 


* * * 


Taylorville, Ill.: Who makes the 
Brook’s safety climbers? Willen- 
borg’s Hdwe. 

ANSWER: Milling Forging Com- 
pany, 1939 Wilford St., Lansing, 
Mich. 


* * * 


Bethlehem, Pa.: Who makes the 
Felsco underground garbage re- 


ceiver? F. E. Weiland. 


ANSWER: Fellows & Co., 53 
High Street, Boston, Mass. 


* * & 


West Hartford, Conn.: Who makes 
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metal strip to lay in eave troughs 
to prevent leaves from cluttering the 
trough? Colonial Hdwe Co. 


ANSWER: Eav-Tex Co., 1109 
Garfield Ave., Upper Darby, Pa. 


* * * 


Hickory, N. C.: Who makes a ma- 
chine to attach solid rubber tires on 
wire wheels? Shuford Hardware 
Co. 

ANSWER: Patented Products & 
Rubber Co., 4236 3rd St., Detroit, 
Mich. 


Olean, N. Y.: Who makes the Uni- 
versal bench anvil? A. E. Ewing 
Co. 

ANSWER: Cincinnati Tool Co., 
Montgomery Rd., Cincinnati, Ohio. 


Bluefield, W. Va.: Please furnish 
the address of the Airolite Co., man- 
ufacturers of ventilators? Bailey 
Lumber Co. 


ANSWER: Marietta, Ohio. 











[CHISELS 


seaman. hal 


— 





Tough steel, especially hardened and 
tempered, gives sharp and long-lasting 
cutting edges to OXFORD CHISELS. 
All Oxferd Tools are hand forged. 
Guaranteed 2 for |. 


FINE TOOLS AT LOWEST PRICES 


OXFORD TOOL CO. 


1633 No. 2nd Street e Phila., Pa. 














TATE 
Picture 
Hangers 
This attractive 
display makes 
sales soon as 
shown. 


Boston, Mass. 
U.S. A. 


ch ore ess 














‘GUNSH 


Fre’ 


cHAMO 


MAGE IN U.S.A. 


ASK YOUR JOBBER 
POR GUR EXTRA VALUE 
SEwelo PIECE CHAMOIS 


HOYT & WORTHEN TANNING CORP 
HAVERHILL, MASS 


GLIP-RITE 
COOK'S 


NEW STREAMLINE 
SUPER VALUE 
NAIL CLIPPER 
New member of Gem 10° 
Nail Clipper family. 
Hardened jaws, nail 
file. cleaner. Heavily 


nickeled, Doz, on colorful card 
at jobbers’. Send for details. 


THE H. C. COOK CO. 
27 Beaver St., Ansonia, Conn. 


E-Z CORN POPPER 
The Original Rotary Corn Popper & 


The Popper That Puts 
The Pop in Pop Corn 
















Ask Your Jobber 


0. S. KEENE MACHINE CO., - 


(Von t 


to mention that 
you saw it in— 


HARDWARE AGE 


ELKHART, IND. 
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Classihied Opportumitien Section... 





Use this section to reach Hardware Manufacturers, Manufacturers’ 
Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





| Chanrified Adwentining Rater | 





Help Wanted, Accounts Wanted 
Business Opportunities 
Sales Representatives Wanted 


Set solid, maximum, 50 words....... $4.00 
All capitals, maximum, 50 words.... 5.00 
Each additional word......... .08 
Positions Wanted 
(Special Rate) set solid, maximum, 
SPE wkd nasneedanees-dadees ou 1.00 
Each additional word............... 05 


Allow Seven Words for Keyed Address or Your A ddress 


BOXED DISPLAY RATES 


One inch 





DISCOUNTS FOR CONSECUTIVE INSERTIONS 
4 insertions, 5% off; 8 insertions, 10% off. 
Due to the special rate, these discounts do 
not apply on Position Wanted Advertise- 
ments. 
—-e-— 
REMITTANCE MUST ACCOMPANY ORDER 


Send check or money order, 
not currency or stamps. 





Samples of Merchandise, Literature, 
Catalogs, etc., will not be forwarded to 
bex number advertisers unless accom- 
panied by sufficient postage for remail- 
nme 














HARDWARE AGE is published 
every other Thursday. Classified 
forms close 15 days previous to 
date of publication. 


Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
100 East 42nd St., New York City 
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[Positions Wanted —_|||Sales Representatives Wanted | 





| —s- Positions Wanted 





HARDWARE PERSONNEL, OUR FILES 
CONTAIN applications of several hundred experi- 
enced clerks, managers, counter men, bookkeepers 
and stenographers for New York hardware re- 
tailers and wholesalers. No charge to employers. 
Just phone Wisconsin 7-1802 or write to Asso- 
ciated Placement Bureau, 152 West 42nd Street, 
New York City. 





HARDWARE MAN THOROUGHLY EX- 
PERIENCED IN Retail and Wholesale hardware, 
paints, sporting goods and kindred lines, desires a 
position with responsible retail firm. References. 
Capable of buying, bookkeeping and store 





SALES EXECUTIVE SEEKING CONNEC. 
TION FOR foreign market where knowledge of 
Spanish added asset. Nine years’ experience in 
Latin America. Address Box E-154, care of 
Harpware Ace, 100 E. 42nd St., N. Y. City. 


STORE OR DEPT. MANAGER, EXPERI- 
ENCED all branches of the hardware business, 
power tools, building materials, plumbing and 
heating and electrical supplies. Original funda- 
mental experience in the New York hardware 
trade with later chain store training in modern 
merchandising methods. Age 37—married. Ad- 
dress Box E-142, care of Harpware Ace, 100 E. 
42nd St., N. Y. City. 








ment. In early fifties and good health. Free to 
go anywhere. Middle West or South preferred. 
Salary secondary. Address Box E-90, care of 
Harpwarer Ace, 100 E. 42nd St., New York City. 





MANUFACTURERS, OF HARDWARE OR 
HOUSEWARES ITEMS, with established busi- 
ness, who desire the services of a reliable and 
experienced salesman, to take care of their busi- 
ness in the middle Atlantic Seaboard territory. 
My services are now available, satisfactory ref- 
erences and details on request. Please communi- 
cate with Box E-162, care of Harpware Ace, 
100 E. 42nd St., N. Y. City. 


EXPERIENCED SALESMAN CALLING ON 
WHOLESALE hardware jobbers and dealers in 
Iowa, Minnesota, Wisconsin, North and South 
Dakota, Nebraska, Kansas and Missouri wants 
to represent some well-known manufacturer. Ex- 
cellent qualifications and pleasing personality. 
Presently employed. Can offer best of references. 
Address Box E-166, care of HarDWARE Aaz, 
100 E. 42nd St., N. Y. City. 








SEVEN YEARS’ EXPERIENCE CONTACT- 
ING HARDWARE and houseware trade. Thor- 
oughly known New York State and Northeastern 
Pennsylvania territory. Have very good record 
and references. Can travel by car. Connection 
desired with established firm on a basis of weekly 
expense allowance. Can guarantee volume through 
complete coverage and hard work. Address Box 
E-163, care of Harpware Ace, 100 E. 42nd St., 
N. Y. City. 


SALES MANAGER OR DISTRICT MAN- 
AGER. Twenty years successful experience as 
salesman, branch, district and division manager 
for three large national corporations. Have a 
thorough knowledge of sales, advertising, mer- 
chandising, amd dealer development in wholesale, 
retail, commercial and jobbing fields. Prefer 
small company where earnings will come from 
fair salary plus bonus based on productiveness. 
Address Box E-157, care of Harpware Aer, 
100 E. 42nd St., N. Y. City. 
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PURCHASING AGENT—AGE 31, POSI- 
TION WANTED with future. Experienced in 
wholesale hardware, electrical and mechanical 
manufacturing, construction and motor rewind- 
ing. Some traffic and cost. Private school 
graduate—attended business college. Familiar 
with electrical, radio, automotive, sporting goods, 
cutlery, mill supplies, tinware, enamelware and 
builders’ hardware. 10 years’ experience. Address 
Box E-104, care of Harpware Ace, 100 E. 42nd 
Se, N. ¥. City. 


[Sales Representatives Wanted | 

















SALESMAN WANTED 


Nationally known residential builders’ and cabinet 
hardware manufacturer has opening for an experienced 
salesman in Chicago area. Territory well established. 
Prefer man acquainted and selling retail hardware and 
lumber trade. Commission basis with guaranteed 
drawing account. Give age, experience, present con- 
nection, references. Replies held confidential. 
Address Box E 161 care of HARDWARE AGE 
100 E. 42nd St., N. Y. City 











SIDE LINE SALESMAN WANTED FOR 
all territory, to carry the most attractively and 
fastest selling line of costumers, (coat and hat) 
hooks. Apply by letter only to The Boyden 
Hardware Company, 215 Chestnut St., Newark, 
mo 





EXCLUSIVE TERRITORIES FOR THE 
“STRONGHOLD” plug, a new development in 
fibre screw anchors, manufactured under Rawpl 
Company’s patents. Address Palatine Industria 
Co., Inc., 111 Fifth Ave., New York City, sole 
distributors. 





OLD RELIABLE CORPORATION OFFERS 
WONDERFUL opportunity to sideline or full 
time salesmen. Selling furniture, hardware, de- 
partment stores. Fast patented sellers. Smal! 
light sample case. Positively world’s finest. Call 
on only tt concerns. Best Selling season now. 
Address—Dustmaster Corporation, 5210 Produce 
Exchange Bldg., Minneapolis, Minnesota. 








FOUR EXPERIENCED SALESMEN 
WANTED— 


two in the Southern and two in the 
Eastern territories. A leading manu- 
facturer of a staple and basic hardware 
line requires four experienced sales- ‘ 
men, preferably with a knowledge of 
and acquaintance in both the whole- 
sale-retail hardware field and the in- 
dustrial field. These men are needed }) 
to replace men who have been pro- 
moted or shifted to other activities of }) 
this company. Full time salaried jobs )} 
—not interested in men seeking side 














lines. All negotiations kept confiden- ?)} 

tial. 

Address Box E 137, care of HARDWARE AGE, 
100 E. 42nd St., N. Y. City. q 

SALESMEN CALLING ON  JOBBERS, 


DEPARTMENT STORES and premium accounts 
to sell good repeat household necessities. Ad- 
dress Box E-167, care of Acz, 
100 E. 42nd St., N. Y. City. 


HARDWARE 





HARDWARE OR SPORTING GOODS 
MANUFACTURER wanted to market new ano 
profitable metal item. Recently issued strong 
basic patent for sale, either outright or on royalty 
plan. Further information on request. Address 
Box E-158, care of Harpware Ace, 100 E. 42nd 
Se., N. ¥. City. 





HARD WORKING REPRESENTATIVE 
WITH A following among the hardware whole- 
salers by the country’s leading manufacturer of 
fluorescent lamps and lighting fixtures. Several 
excellent territories available immediately. Write 
only giving territory covered, experience and 
reverences. Address Van Dyke Industries, 2857 
South Halsted Street, Chicago, Illinois. 





COMMISSION SALESMEN WANTED TO 
SELL nationally known and established hardware 
line to retail trade. Some exceptionally good 
territories open. Good commissions paid. Exclu- 
sive territory given. Must have established fol- 
lowing with the retail hardware trade. In reply- 
ing state territory covered, lines now handled, 


experience, etc. Address Box E-164, care of 
Harpware Ace, 100 E. 42nd St., N. Y. City. 
OPPORTUNITY TO EARN TRAVELING 


EXPENSES. Certain territories open starting 
November 15th on new lines of mirréf3, metal 
cabinets, step-stools, ironing boards, bridge tables, 
lamps and other items carried by large hardware 
stores. Exclusive territory and no house accounts. 
Full commission on all business. When writing 
state exact territory you cover and class of trade. 
Commissions from these lines will leave your 
main line earnings as clear income. Address The 
Walter S. Kraus Company, Woodside, New York. 


HARDWARE AGE 











] 


& 





we 
' 


Qa 


~ 
a 





Write 
2857 














[Recor Wawted 














ROPE SALESMEN—MANILA ROPE—man- 
ufactured in Philippines where hemp grows. Long 
established trade necessary, 5% commission, side- 
line. Write fully giving references. Address 
Box E-122, care of Harpware Age, 100 E. 42nd 
%, 3. ¥. Giae 








| — 


MANUFACTURERS’ AGENT WELL 
KNOWN AMONG the hardware and mill supply 
trade, can use one additional good all-year line. 
Headquarters in Philadelphia and travels Eastern 
Pennsylvania, South Jersey, Delaware, Maryland 
and District of Columbia. Address Box E-144, 
-_e of Harpware Ace, 100 E. 42nd St., N. Y. 

ity. 





[ Accounts Wanted | 








P WANTED 

By long, exceptionally well established 
commission broker, covering New York 
4, State, additional line to represent to whole- 
sale trade. Only manufacturers of first 
quality, fully guaranteed merchandise need 
reply. erage re = seven aa 

Add 8. Box E-160, 
HARDWARE. Age 108" g. “and Street, tN. %. City 














SALES ORGANIZATION DESIRES ELEC- 
TRICAL OR hardware specialty of merit for 
Wisconsin, Minnesota, and metropolitan Chicago 
area. Now selling leading wholesalers. References. 
Address Box E-165, care of Harpware AGE, 
100 E. _42nd . %. t. Ce 


MR. "MANUF: ACTURER: DO YOU WANT 
representation in West or Mid-West? Former 
District, Branch, and Division Manager for na- 
tional corporations is open to personally represent 
two or three manufacturers with volume lines 
selling to hardware and automotive jobbers. 
Address Box E-156, care of Harpware AGE, 
100 E. 42nd St., N. Y. City. 


REPRESENTATIVE OF FILES WITH 
SUBSTANTIAL following of hardware and 
cutlery wholesale and retail houses, seeks further 
representation in the hardware line for Metro- 
politan New York. First class references. Ad- 
dress Box E-155, care of Harpware Ace, 100 E. 
42nd St., N. Y. City. 








ESTABLISHED, WELL-RATED SALES 
ORGANIZATION calling upon wholesale and re- 
tail hardware stores, lumber yards and building 
material dealers in east central states is in 
Position to handle additional volume lines. Manu- 
facturers desiring representation in this territory 
write Box E-29, care of Harpware Ace, 100 E. 
42nd St., N. Y. City. 








WELL INFORMED HARDWARE MAN IN 
Madras, India, with excellent trade connection, 
and references, desires to represent reliable man- 
ufacturer of files, hexagonal and carriage bolts 
and nuts, brass and bright iron wood screws, 
MS hoops, tin plates and kindred, or other prod- 
ucts. Have a big following with dealers and 
did a substantial business with European manu- 
facturers before the war. Full particulars desired. 
Address Box E-159, care of Harpware AGe, 
100 E. 42nd St., N. Y. = 














| Bainess Opportunities | 


FOR SALE: CLEAN, UP-TO-DATE stock 
of general hardware and house furnishings, tools, 
electric and plumbing supplies, stoves, washers, 
linoleum, paints, etc. This is a good, going and 
profitable business in a city of 18,000 population 
Owner retiring. Fine location and large display 
windows—has been a hardware store for 40 years. 
Inventory about $16,000. Will lease or sell 
building. No trades. Boller Bros. Hardware, 
Corning, N. Y. 











|_Buriness Oppovtunitien | 


“A GOLDEN OPPORTUNITY,” ESTAB.- 
LISHED HARDWARE and sporting goods busi- 
ness in Illinois: It is not only an up-to-date 
store but a-way-ahead of the times, practically 
self-serving hardware. Invoice about $15,000. 
Can be reduced, no dead stock on hand. City ot 
25,000. $7,000 will serve as down payment if 
one has a good established credit rating. No 
heavy hardware or major appliances. Age ana 
health only reason for wanting to sell. Address 
Box E-169, care of Harpware Ace, 100 E. 42nd 
a, B.-8. Caty. 





LARGE, LEADING, GENERAL HARD. 
WARE STORE carrying full lines and outstand- 
ing fixtures, of old established concern. Ex- 
cellent location in City of Los Angeles, Cali- 
fornia. Established over 50 years ago. Offerea 
for sale at sacrifice. This is one of the best, 
most attractive and modern stores on the Pacific 
Coast. Wide variety of quality merchandise. 
Inventory about $48,000. Fixtures, complete 
office equipment can be had for about $36,000. 
Terms for experienced and worthy buyer. Full 
information 626 Rives Strong Building, Los 
—— 





[Help Wanted «| 








HELP WANTED—A YOUNG MAN 18-19 
years old, who has had some hardware selling 
experience and liking for trimming windows. 
Position is open immediately as. assistant to win- 
dow trimmer—in an up-to-date sporting goods- 
hardware-houseware and gift store in nearby 
large Chicago suburb. State salary expected. Ad 
dress Box E-168, care of Harpware Ace, 100 E 
42nd St., N. Y. City. 











100 E. 42nd Street 





He ADVERTISED IN THE RIGHT MEDIUM 


This man wanted to represent a good hardware 
manufacturer—he told his story in the Classified 
Opportunities Section of Hardware Age— 

A nationally known company replied to his adver- 
tisement and he secured a desirable position through 
advertising in the right medium. 


HARDWARE AGE is noted for quick results — 
try it—send your ad to— 


HARDWARE AGE 


Classified Opportunities Dept. 


New York, N. Y. 
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display stand 
FREE 


gust buy 8 dozen 
Ob. Cross TACKS 
from your jobber 


CROSS 


EAST JAFFREY,N.H. 
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Steady, repeat sales with no 
off seasons... when you display... 


MOORE 


PUSH-PINS & PUSHLESS HANGERS = yancer 


Place the attractive MOORE Display Cabi- WITH A 
net where it can be seen...and notehow Twist 
quickly sales increase. Millions of present 
users. Millions of others read MOORE 
NATIONAL ADVERTISING, and are 
waiting to be reminded to buy. The cabi- 
net will do that for you. Supplied FREE by 
your jobber with order for 72 assorted 
packets. Send for your cabinet today. 


MOORE PUSH-PIN CO. 


113 Berkley Street, Phila., Pa. 


Genui"® TOMES & SILENCE 
SLIDE SILENTLY - SOFTLY - SMOOTHLY 


SAVE FURNITURE 
& FLOORS-CREATE QUIET 





Ask your Jobber 


DOMES of SILENCE, Inc., 35 Peat St., N.Y. C. 
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D. P. HARRIS HDW. & MFG. COMPANY, INC. 
ROLLFAST BUILDING + NEW YORK, N Y 


— a: 
2 6 
Le Ab i 

World's Largest Level Plant of its kind 


Best by Test Since 1896 


MAYES BROS. TOOL MFG. CQ Port Austin, Mich. US.A 








Mouldeck RUBBER GOODS & Special 








PLAIN AND MUSHROOM BUMPERS 
RUBBER HEAD NAILS e+ TOILET SEAT BUMPERS 
CHAIR TIPS @ CRUTCH TIPS @ SUCTION RUBBERS 
SEND FOR CATALOG OF COMPLETE LIME 


iggest seller. 
Used wie. experts and home 
canners for 20 years. Na- 
tionally advertised. Excel- 
lent profit. Big repeats. 10¢ a 
doz. Two gross (24 cartons) in 
full color display container. 


GOOD LUCK 


Jar Rubbers 


BOSTON WOVEN HOSE & RUBBER CO., Cambridge, Mass. 
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| : KNOWN, USED 
: | jor AND RESPECTED 
WHEREVER 


HINGES GUNS ARE USED 


E BEST Add Pleasure to 


The most useful and | | I d P fi 
satisfactory spring ncrease ro its 
hinges for general | Business success is usually measured by 
use. The location of | | profits — or money — but you can get 


the two springs of pleasure out of business, too . . . espe- 
cially if you handle and sell 





each hinge on oppo- 


ste sides of the door HOPPE’S PRODUCTS 


reduces oscillation 


LEP EEL E8) when closing. FOR GUN CLEANING 
; I 
Double Action Standard They permit the door AND PROTECTION 


Type No. 29 Button Tipe P 

to be opened all the These popular gun accessories make money 
F : making a pleasure because they give both you 
way back to the wall if suitably hung. and your customer decided benefits with less 
work. Our new Hoppe Patch folder is “a 


Supplied with Button Tips when specified. a ft for making sales. Send for a specimen 
—its tree. 





Bommer Spring Hinge Co. — Breekiyn, N.Y. FRANK A. HOPPE, Inc. 


Chicago Sales Office: No. 180 N. Wacker Drive 2314A North 8th St#., Philadelphia, Pa. 












































I’m Satisfied— 


THE MANY USES MY CUSTOMERS FIND 


for R-V-LITE VITAPANE 4. pa 


MAKE MANY EXTRA SALES FOR MEI 








It is said: “Opportunity | 
knocks but once!” That | 


depends upon the “door”. 


Opportunity is constantly | 


knocking at the door labeled | 


CLASSIFIED “Champion of 

| Transparent 

Glass Substitutes’’ 

OPPORTUNITI ES DEPARTM ENT | CAN BE USED WHEREVER GLASS 1S USED 
NEW SALES  ariiedseser vats: seurslaechtes tire 

u Her’ ou make @. 

in every issue of Hardware Age. Here the advertise- | a ny 

ments under Positions Wanted, Help Wanted, Accounts 60: EASY TO INSTALL - 

Wanted, Sales Representatives Wanted and Business Bed No Glass Cattin ie Pat: 

Opportunities are proving real opportunities for hardwae RAYS is adorless, greasele 

men who are looking for help as well as those who are | mining tines Sidi, Chen wih cock 


seeking positions. Transparency comes in 36 in. rolls, 50 ft. 
and 50 = long. Your cus- § 
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Send your copy with remittance to— JOBBERS! Sta faction! ‘Be “Sure to 
Some Excellent Terri- eee eee Gheow Costs 
Much 
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Classified Opportunities Dept. | 
100 East 42nd St. + New York, N.Y. | te AIF aathac lgpicn g 


NORTH KIMBALL AVENUE CHICAGO 
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ON YOUR PAYROLL! 
—" 
Jobber’s 
Salesman 


As manufacturers of VIKO and COMET 
aluminum ware, it is a very real pleasure 
to introduce you to one of the most prof- 
itable men in your organization... your : 
jobber’s salesman. “2g 
If you hired a buyer for your store, he wo 
could do no more for you than your 
jobber’s salesman can do... if you will 
let him. Selection of goods, knowledge of 
manufacturer’s sales, deals and special 
promotions, display ideas, advertising 
ideas, selling ideas . .. these are the 
things he is trained to supply to you, 
absolutely without cost. 
When he says he has something good 
for you... it’s a good idea to listen! 











| A SALES OPPORTUNITY | 
| Be sure to ask about the VIKO “Blue Ribbon’”’ | 
Specials and COMET ‘“‘Red Ribbon’’ Specials. | 
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Aluminum Goods Mfg. Co. 


Manitowoc, Wisconsin 
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ANTEED ALUMINUM 
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R ALU MINU M 


tHe POPULA 


Ask Your Jobber’s Salesman... He KNOWS! 
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